VED 




THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE 



14 JANUARY 1963— 40c a copy / $8 a year 



10 HOT YOUNG 
AD AGENCIES 
TO WATCH p 29 

A radio plan for 
women-appeal 
products p. 41 




Storybook Market . . . scores of small cities-thousands of big dairy-farms 

HERE'S THE LAND 0E MM &)$NEY! 



GREEN BAY, WISCONSI 

HAYDN R EVAN? Gc e'O 'pc • Re preset ted by H R Te*ev i o<"«. 








Mary goes to a party three times a week 



Until two years ogo, Mary Sherman, owner of o St. Louis 
cosmetics firm, did no rodio odvertising. 

Then she tried KSD Rodio. Specif icolly, three spots o week, for 
13 weeks, on Russ Dovid's "Ployhouse Porty", the only "live 
audience", "live music" progrom on St. Louis rodio. 

While soles continued to increose in all of the morkets where 
her cosmetics ore distributed, soles increosed most dromoticolly 
in St. Louis. And Mary soys the only thing she did differently 
in St. Louis during thot 13-week spon wos to advertise on 
KSD Radio. 



Todoy, her schedules on "Ployhouse Porty" have |umped from 
13 weeks to 39 weeks. 

One problem. Mory would like to odvertise on rodio in other 
cities, but she con't find a progrom like "Ployhouse Party" 
onywhere else. 

St. Louis advertisers «f// St. Louis on 

KSD \%MBM> 55 

The St. Louis Post fUspateh Station 
Charter XBC.l ffilinte I He/treserttnl miHnmiUy by (lit Katz Agincy, I tie. 




SIX O'CLOCK REPORT ELEVEN O'CLOCK REPORT 

with DICK JOHN with LARRY GAFFNEY 

For the first time in the Pittsburgh area, the news takes on a big, bold look. It's 
DATELINE '63— a twice-a-day, close-up portrait of local, area and world events. 

The Six O'Clock Report of DATELINE '63 features Dick John, nationally acclaimed 
newscaster, along with Red Donley, Bob Cochran, and the award-winning Huntley- 
Brinkley Report in a solid hour of news, weather and sports. 

DATELINE *63's Eleven O'Clock Report features Larry Gaffney in a round-up of 
local, area and world news— up-to-the-minute— followed by sports with Red Donley. 

The news is bigger . . . the news is hotter on Channel 11, because around the 
clock, WIIC newsmen and cameramen are there when it happens. 



WIIC CHANNEL 11 



For availabilities and adjacencies, see your Blair TV representative 
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Twice as many listeners 
as all other Minneapolis- 
St. Paul stations combined! 

Powered by an enormous 68.1% share of audience, 
WCCO Radio provides a setting of outstanding 
acceptance for your advertising story. You 
get sales-sparking coverage of two markets in 
one : the 5-county Twin Cities metro area plus 
119 non-metro counties. Big audiences, top 
acceptance and great coverage are yours at the 
lowest cost-per-thousand in the market— less 
than one-third the average of all other 
Minneapolis-St. Paul stations. 




MINNEAPOLIS • ST. PAUL 

Northwest's Only 50,000-Watt 1-A Clear Channel Station 

PRQ ::: spot° 

REPRESENTED BY UDO.','»' SALES 



SIOUX FALLS... 

7th MARKET 
IN THE WEST 



Portland } \. • Vv-%&V SIOUX ?i. 

*r-?.'.s •: VSffift FALLS * 



> Son Froncisco 

"A* '•>•.-. 

i Los Angeles 



Kansos City/'. 

Dollos Fort Worth* 

"<f ' Houston • 



Among all tlic market strong- 
holds west of the Mississippi 
River, only a half dozen other 
CBS stations deliver your sales 
message to a larger audience than 
does KLLO-tv SIOUX FALLS * 
How does KELO-LAND TV ele- 
vate Sioux Falls into this top tier 
of major markets? Through 
three strategically placed trans- 
mitters operating as one station. 
Your sales message gets major 
station coverage of Sioux Falls' 
entire KELO-LAND 103 County 
Market — simultaneously, com- 
pletely, efficiently. Only KELO- 
tv makes this the mighty, nat- 
ural market it is. Only KELO-tv 
can deliver it to the advertiser. 



ARB March '62 — 6:30 p m. to 10 p.m. 
Sun. thru Sat., Avg. Quarter-Hour. 



CBS • ABC 




LAND 
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IN TV HOMES DELIVERED BY CBS 



KELO-tv SIOUX FALLS; and interconnected 
KDLO-tv and KPLO-tv 



|OE FLOYD. Pres. 
Evans Nord. Executive Vice 
Pres. & Ccn. Mgr. 
Larry Bentson, Vicc-Pres. 



Represented nationally by H-R 
In Minneapolis by Wayne Evans 
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"'{'he /J lirtues." franklin* I 
tignificant and timely method 
for self-improvement, is avail- 
able upon request. Please ttrtte 
II JUG, Radio qq, Suburhan 
Station Building, Pliila. f, I'll, 



FIRST IN PHILADELPHIA 



Philadelphia, rich in "firsts" in many fields, was the home 
of Benjamin Franklin, considered bv many. Colonial 
Americas foremost citizen. Franklin's numerous firsts and 
talents ranged in astounding diversity. His experiments 
with lightning and electricity are well known. Franklin also 
developed the rocking chair, the Franklin stove, bi-focals... 
he was the driving force behind the first hospital in America, 
^According to Pulse, llnnpn and XCS. 



the first fire insurance company to receive a charter, the 
first circulating library and manv other activities. 

Franklin, a man of the highest moral inclination, conceived 
a "bold and arduous project of arriving at moral perfection." 
WIBG, first in listenership in Philadelphia,* is proud to 
offer "The 13 Virtues of Benjamin Franklin" in a handsome 
and inspiring booklet. 

Rf presented hy Kalz Jitney 



LOS ANGELES 


PHILADELPHIA 
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DETROIT 
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Lffsf ycu» the MGM 30/&2 fea- 
ture f-ilms were acknowledged the 
finest single of ferintj of post '48 
films yet released. Now we're 
topping those with the 30/63. It's 
n truly exciting array of entertain- 
ment values that will keep audiences 
and advertisers looking and huyin 




Some of the titles from Metro- 

63 



• I'U Cry Tomorrow" • "Mali 
"Silk Stockings" • "Pal: and Mike" 
Firs't Man 4rfto Space" • "Ambush" 
"DjcrimWife" • "Blackboard Jungle" 

Gary Grant •■ Elizab.c!Wi Tayilor 
Gregory Peck • Av$ Gardner 
CJnrk Gable • Gracje Kelly 
Spwicer Tracy • Debbie Reynolds 
Ge,nc Kelly • Fred Astaire 



HIGHLY PRO MOT ABLE! 
HIGHLY SALEABLE! 



GeA individual prices and ava 
abilities on the 30/63 from any 
MGM Television office. Presenta- 
tion and film available right now. 



MGM 





TELEVISION 



HOW DO YOU MEASURE A BROADCASTING STATION? 



The lady cannot see. Still, she knows our station anrl wanted to visit us. We are told that 
she "sees" WTIC-TV programs, as do many who are sightless. Their vivid imaginations 
supplement the audio with a video of their own. And, of course, WTIC Radio has l)een her 
friend and companion for many years. 

But this lady had to "see" with her hands the statue of "The Broadcaster" which stands 
in Broadcast House. 

Surveys, such as A. C. Nielsen and ARB, clearly define WTIC -TV's outstanding audience 
leadership in southern New England. The latest Politz survey of our area has proved that 
WTIC Radio is also without peer. 

But somehow, a blind lady who came to visit us tells of another kind of leadership which 
cannot be measured in sheer numbers . . . and reminds us anew of the awesome trust which 
our viewers and listeners repose in our station. 



WTIC-TV is represented by Harrington, Righter & Parsons, Inc. 
WTIC AM-FM is represented by the Henry I. Christal Company 




Broadcast House, 3 Constitution Plaza, Hartford 15, Connecticut 
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Top of the news 

in tv/radio advertising 

14 January 1963 



NC&K EXPANDS IN EUROPE, MERGING WITH GERMAN AGENCY 

Norman, Craig & Kumincl, Inc., in its second international move within the 
past year, has merged with Markcnwerhnng KG in West Germany. The merger 
was in conjunction with its London partner, Crane, Norman Craig & Kuuunel, 
Ltd., formed last June when the agency affiliated with Crane Advertising Ltd. 
Norman 15. Norman, agency president, said world wide billings will he nearly 
$75 million in 19(53 with an agreement either in Italy or France expecled some- 
time this year. NC&K accounts served internationally include: Colgate, Hertz. 
Dow. Willys, Revlon, Chanel and Maidenform. 



FALK ELECTED V.P. AT COMPTON 

Albert Henry (Hank) Falk, Jr., manager of the market development depart- 
ment of Complon Advertising, has been elected a vice president. Falk joined 
Complon in 1957 as a marketing executive alter serving with Comstock Foods 
as national sales manager. 

AD GROWTH TO BE MORE IN LINE WITH ECONOMIC GROWTH 

Advertising expenditures have risen less since the '20s and '80s than the econ- 
omy generally, according to a report by the I'alne Line Investment Survey, 
published by Arnold Bernhard & Co., investment advisers. The maturity of 
television has slowed even the post-war upsurge in advertising, says the report. 
It predicts that future growth will be more in step with general business activ- 
ity. The survey also released a review and forecast of the most important 
financial events of the movie and tv industries in 19(52-n3. 



WMAL-TV AND KTVI TO CHANGE REPRESENTATIVES 

WMAL-TV, Washington, has selected Harrington, Righler S; Parsons as its 
new representative and KTVI, St. Louis, has moved to H-R. WMAL-TV 
move takes effect 1 February and KTVI in April, or perhaps earlier. H-R 
has handled WMAL-TV, Blair has had KTVI. 



At fc. ALCOA TRADEMARK TO BOW ON ABC 

Major introduction of new trademark lor the Aluminum Co. 
of America's new trademark is scheduled on Alcoa Premiere 
on ABC TV this Thursday. A .'50-second commercial will be 
devoted to the new symbol. Trademark will be used in all 
advertising. Development took plate under the guidance of 
the company's graphic design committee headed by T. M. 
Hunt, general manager of advertising and promotion. 




SPONSOR/ 14 January 1963 



11 



SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

(continued) 



REASSESS AGENCY-CLIENT RELATIONSHIP: K&E'S STEWART 

Advertising relationships and functions between clients and agencies call for 
drastic reassessments, David C. Stewart, president of Kenyon & Eckhardt, told 
The Adcraft Club of Detroit Friday. This is imperative because ol the big 
rise in advertising costs and the need for more elective and productive mobili- 
zation of advertising manpower, he declared. Mobilization is needed in such 
areas as planning and goal-setting, the area of advertising measurement and 
the area of advertising creativity, he asserted, fie also said the time had come 
to toss "into the ashcan the old partnership' concept." Stewart insisted that 
the ideal relationship is not that ol partners at all but a "relationship between 
two strong, independent, self-respecting organizations — each with its own 
aims, goals, duties, responsibilities, specialized skills, manpower, and resources 
— who work together on specific, common problems." 



O'BRIEN ELECTED PRESIDENT OF METRO-GOLDWYN-MA YER 

Robert H. O'Brien has been elected president and chief executive officer ol 
Meiro-Coldwyn-Mayer, succeeding Joseph R. Vogel, who becomes chairman. 
George I,. Killion resigned as chairman, and moves to the MOM Executive 
Committee. O'Brien was MGM Executive Vice President and Treasurer and 
formerly was a director and financial vice president of American Broadcasting- 
Paramount Theatres, 



CBS TV SALES NEAR SRO IN 1962 

CBS TV Network nighttime sales were at the 90% or better mark through- 
out most of 19(>2 while 12 Noon to 5 p.m. programs were almost continuous- 
ly SRO last year, the network's year-end review reveals. Altogether 177 differ- 
ent sponsors advertised on CBS TV in 1962. of which, S6 were new to CBS TV 
and 1 3 new to net work television . The network also reported the Morning 
Minute Plan hit the SRO mark in the last quarter of 1902. 



HEALTH, FITNESS DEBATED IN RADIO SERIES 

Survival of the Fit, a four-part series on the health of America, will be pre- 
miered next month on the six Westinghouse Broadcasting radio stations. The 
series will be heard on prime time on various starting dates beginning 3 
February. 

$2 BILLION IN AD COUNCIL CAMPAIGNS IN 20 YEARS 

Over $2 billion in time and space has been contributed to its public service 
campaigns in the last 20 years, the Advertising Council announced today. The 
amount was contributed by advertising media and by businesses advertising 
commercially. In addition, more than 81) advertising agencies have partici- 
pated in the campaigns. 

SPONSOR-WEEK continues on page 14 
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a statement of 

WWLP & WRLP 

SPRINGFIELD — MASS. — GREENFIELD 

(Television in Western New England) 



by William L Putnam 



There*:* been .-omething fishy going on in 
New York. That probably isn't news to most 
people, but those in the broadcasting; and ad- 
vertising fraternity in general are being sub- 
jected to a new aroma of Eau de Fulton f ish 
Market. 

For the past year or more the FCC has been 
spending the taxpayers' money to find out if 
UHF would work in a place like New York. 
(We could have saved them a lot of time and 
the taxpayers a lot of money, but somehow the 
"experts" on UHF television didn't want to 
know what UHF broadcasters have accom- 
plished in their own markets.) 

Anyhow the FCC, having spent all this 
dough and then studied the results, has found 
that their UHF channel works pretty well: in 
fact, they said, it works as well as the VHF 
channels operating from the same location. 

Then guess what? The '"Fat Cats" of TV 
stirred their stumps, dipped into their gigantic 
slush funds and assigned their expensive en- 
gineers to prove such statements on UHF were 
tantamount to treason. 

Then guess what again? These expensive en- 
gineers, very objectively (?) studied the same 
channel and, lo and behold, they found it 
wasn't any good at all. You figure it out. 



Meanwhile, back at the Bench, FCC Com- 
missioner Robert E. Lee. under whose guid- 
ance the UHF tests had been conducted for 
more than a year, said, "Whoa." And Com- 
missioner Lee rejected the conclusions drawn 
by the "Fat Cats"" expensive, objective (?) en- 
gineers. 

We can tell you one thing for sure. The FCC 
was not interested in seeing if this UHF chan- 
nel could put a good signal into Poughkeepsie, 
or Providence, or even here in Springfield. The 
Commission was interested in seeing if the 
UHF channel worked in the area it was sup- 
posed to serve : for, in case you didn't know, 
there are other channels assigned to Pough- 
keepsie. Providence and Springfield which do 
the job they are supposed to. 

Hut the "Fat Cats,"' being what they are. 
would prefer to operate one station that would 
cover all three towns and New York as well, 
so naturally they disagree with the FCC find- 
ings. 

Like we've been trying to get across all 
along: UHF channels are not good for the 
"Fat Cats." but they are great for the people 
they serve so well. 

Represented nationally by HOLLINGBERY 
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— ■ Top of the news 

SPONSOR-WEEK in tv Mio advertising 

(continued) 

MAYES PREDICTS SWITCH TO RADIO, MAGAZINES 

Rising costs of television advertising will cause some big advertisers 10 switch 
back to magazines and radio, predicts Herbert R. Mayes, president of the Mc- 
Call Corp., in an interview with t lie Wall Street Journal. Mayes also noted 
that McCall's magazine was in the black in the fourth quarter ol 1 9(32 for the 
first time in several years. 

NEW "GEMINI" TAPE-FILM SYSTEM ELIMINATES KINESCOPE 

\ system created for the elimination of the kinescope in multi-market spot 
placement ol videotaped commercials and programs was announced last week 
by George K. Gould, president and general manager of MGM Telestudios, pro- 
ducers of videotape. Telestudios has acquired exclusive rights to the device 
which enables advertisers to produce Minim film and videotape at the same 
lime. The entire system has been named "Gemini" and the prints are called 
"Geinprints." 

RKO GENERAL BROADCASTING NAMES ADMINISTRATIVE V.P. 

Charles G. Drayton has been named v. p. -administration of RKO General 
Broadcasting, latest in a series ol moves that reorganizes RKO General opera- 
tions. Drayton will head finance, auditing, systems, procedures, real estate, 
and personnel administration lor the company's 12 radio and tv stations. He 
had been controller for RKO General. 

CONDON TO MANAGE MIDWESTERN SALES FOR TVAR 

William Condon, Formerly an account executive in the New York office of 
Television Advertising Representatives, will head up that linn's Chicago office 
as midwest sales manager. He succeeds Lamont L. (Tommy) Thompson, 
recently named sales manager ol KIM X, San Francisco. 

CBS NEWS FELLOWSHIPS OFFERED AT COLUMBIA U. 

Fight fellowships for study at Columbia University during academic 1963-64 
are available through CHS Foundations. Deadline lor applications is I March: 
winners will be announced in April. Those eligible: news and public affairs 
employees of CBS News, CBS o&o stations, alliliates, non commercial education- 
al outlets, and teachers ol news and public affairs in colleges and universities. 

BOB HOPE FIRST ENTERTAINER TO WIN IRTS MEDAL 

Winner of the 1963 Gold Medal of the IRTS is comedian Bob Hope for his 
"contribution to broadcasting and to international good will." Hope started 
radio show in 1938, tv career in I 950. Award will be made at IRTS 23rd anni- 
versary banquet, 6 March, Waldorf-Astoria, New York. Previous Gold Medal 
recipients: Brig. Gen. David Sarnoll (I960). John F. Kennedy and Richard 
M. Nixon (19(51), and Dr. Frank Stanton (1962). 

SPONSOR-WEEK continues on page 52 
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ANOTHER IN RCA'S FAMOUS FAMILY OF TV TAPE RECORDERS I 





Jniversal TV Tape Recorder 

he Basic Compact with Provisions for Adding PixLock, Cue, ATC and Color 



he Universal model enables you to obtain in 
ne compact unit very high standards of per- 
srmance, reliability and interchangeability . . . 
| t lowest cost. You buy this basic unit and add 
; xactly what you want in the way of accessories 
3 achieve your desired type of operation. 

The availability of a complete line of accesso- 
ies provides programming flexibility and oper- 
ting convenience, making the TR-2 an excellent 
hoice for many applications. Circuits of proved 
erformance are utilized throughout. Transistors 
re employed where they do the most good in 
chieving materially improved performance and 
ignificant savings in space. 

STUDIO AND MOBILE MODELS. The 
tudio model is available in a single (3-rack) 



cabinet 70" wide, 84" high, and 24" deep. It 
requires less than 10 square feet of space. For 
mobile applications the TR-2 is housed in two 
separate cabinets each measuring 66" high, 24" 
deep, and 50" wide. Both models are designed 
for adding color. 

ACCESSORIES. The wide range of accesso- 
ries which can be integrated in the basic TR-2 
include: Air Bearing Headwheel, PixLock, Pic- 
ture Monitor, Waveform Monitor, Audio Cue 
Channel, Automatic Timing Corrector (ATC), 
Two-speed operation, and Color. 

See your Broadcast Representative for com- 
plete details. Or write to RCA Broadcast and 
Television Equipment, Building 15-5, Camden, 
New Jersey. 




Outstanding Features 

• Lowest Priced 
Compatible Quadruples 
Recorder 

• Optional Two-Speed 
Operation 

• Electronic Quadrature 
Control 

• Designed for 
Adding Color 

• Complete Line 
of Accessories 



The Most Trusted Name in Television 



SUNNY'S 
REALLY 
COOKING 




More advertisers are 
spending more dollars 
on WSUN . . . 
than at any time in 
our 35 year history 



ONE OF THE NATION'S 
GREAT STATIONS 



WSUN 

5 KW 620 KC 
Broadcasting 24 hours daily! 
TAMPA— ST. PETERSBURG 

Get all the facts from 

Noll. Rep: VENARD, TORBET & McCONNELL 

S. E. Rep: JAMES S. AYERS 



'DATA DIGEST 



Basic facts and figures 
on radio and television 



"pime/isiom V>2," a qualitative iluity of the V. S. Radio An Hie net 
underwritten jointly as a contribution to the industry by The Pul.se 
AM Radio Sales, M-R^ K<itz,and Radio-TV Reps, reveals a number oj 
radio basics: these are //resented below. Pulse, interviewed a stunpk oj 
2, e >000 radio households distributed among 250 sejxirate cluster nation- 
ally. Prom the data collected. AM Radio Sales produced the charts 
that are rcj»inted below. 

WHEN RADIO AUDIENCE IS DIVIDED INTO FOUR GROUPS 



TOTAL RADIO 
AUDIENCE 


TOTAL HOURS OF LISTENING OF FAMILY 
MEMBERS ON AVERAGE DAY t ... ..,«,.<* 


HEAVIEST 
LISTENING 

25% 


1*3 HOURS per day 

i 


MODERATE 
HEAVY LISTENING 

25% 


HOURS per day 


MOW RATE 
UGHT USTENtNG 

25 % 


HOURS per day 


.LIGHT 
LISTENING 

25 % 


HOURS per day 




BY SIZE OF FAMILY 



(Average weekday, 6 a. in. -mid night) 

% Listening in one day 



MOBILITY 

Fvery weekday, the average home listens to radio four hours. 



OU" Oi S^**: 



8 % OJHl* HACtt 



13% AUTO RADO 



25% 

CORWESS 
.ASOVABie S£T£ 



54% 



RX*D POSITION 
SETS 



IN - HOME 
LISTENING 



BY INCOME 

'Average weekday, (i a. in. -midnight) 

% Listening in one day 



1 person 


86.6% 


2 persons 


84.2% 


3 & 4 persons 


85.9% 


5 or more persons 


91.5% 



If) 



Homes earning $7,500 or more 


87.8% 


Homes earning $5,000-$7,499 


86.2% 


Homes earning under $5,000 


86.7% 
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City-County Building Reporter for WWJ News, Kirk Knight covers the many administrative 
offices governing Metropolitan Detroit— heart of WWJ's primary coverage area. Especially 
noted for crisp, accurate reports of activities in the Mayor's Office and at daily Detroit Com- 
mon Council meetings, Knight is another important member of the great WWJ News oper- 
ation—the only local service that includes: 

• 13-Man Broadcast News Staff — Michigan's Largest 

• Newsgathering Resources of The Detroit News 

• NBC Correspondents in 75 Countries 

WWJiNEwsfwWJ-TY 

" STATIONS ' 

Owned and Operated by The Detroit News • National Representatives: Peters, Griffin, Woodward, 
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look South . . . and you'll see 7V* 






WRBL 

Television 

Columbus, Georgia 

TELECASTING FROM THE 
WORLD'S TALLEST TOWER 

"1749 feet above ground" 
J. W. Woodruff, Jr., Pres. and Gen. Manager 
Ridley Hell, Station Manager 
George (Red) Jenkins, Dir. National Sales 



Express an opinion and you're likely to 
get disagreement. The more controver- 
sial the issue, the more disagreement. 

Such is the case with "Personal Opin- 
ion"— TV-3's daily editorial. The issue: 
everything from a pedestrian cross- 
walk to an event of world-wide scope. 
Most of the time we are praised . . . 
sometimes not ! 

But to say nothing usually means you 
stand for nothing. 

Taking a stand takes "guts." But it's 
rewarding. It's the satisfaction of a 
job well done. A public better informed. 
A confidence fulfilled. 

That's the attitude of TV-3. It has 
built an image of integrity, confidence, 
dependability. That's the backing your 
sales message gets from the "fabulous 
following" of TV-3 viewers in Georgia 
and Alabama. 




REPRESENTED BY 

GEORGE P. HOLUNGBERY COMPANY 
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Interpretation and commentary 
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Everyone from time immemorial has enjoyed a battle between a David and a 
Goliath and there may be one in the making, at least in one product area, between 
Alberto-Culver and no other than P&G. 

The object of the pair, which has the earmarks of a slugfest, is share leadership of the 
two new anti-dandruff shampoos, namely, A-C's Subdue and P&G's Head and 
Shoulders. 

It happens that the newcomers are breaking nationally at the same time and the anti- 
dandruff duel will bring into play the contenders' massive weight in both network and 
spot tv. The two companies have never met head-on before. 

Sideliners might be amiss in belittling A-C's chances in this particular arena, because 
of these two quite pertinent factors : 

1) It was about this time last year that A-C introduced the VO-5 Shampoo coinci- 
dental with Helene Curtis' debut of its own Suave Shampoo. Within six months VO- 
5 had over 10% of the entire shampoo market. 

2) Leonard Lavin's formula for product success, which is to spend in introductory adver- 
tising as much as is spent by the leading competitive brand and to spend all this in 
tv. 

BBDO Chicago is the agency on Subdue and Tatham-Laird has Head and Shoulders. 

Could a certain trend which took on speed and scope during the past year in- 
dicate a diminishing relationship of trust between major clients and their agen- 
cies? 

The accelerated trend: the client staffing himself up with a counterpart for almost 
every function that the agency performs. The exceptions are art and copy. 

Veteran agencymen in observing this phenomenon think that the counterparting stems 
from more than supervising, or coordinating, the activities of the account's several agencies. 

They suspect that, while agencies do have highly proficient people working for them, 
corporate problems like that of product growth and diversification and a closer 
evaluation of sales to advertising has made it necessary for the client to lean more and 
more toward the judgment of his own specialists in marketing, research, media, pro- 
graming, commercials, etc. 

What disturbs these veterans most of all is the tendency of such clients to reduce the 
agency relationship to strictly that of execution, that is, following orders. 

The Four A's Committee on Broadcast Media has advanced a suggestion which 
can't help but cause a lot of eyebrow-raising among the sellers of spot tv. 

The proposal concerns the granting of a period of sponsor protection to the buyer of 
a preemptible spot. And this protection, in the committee's own language, would work 
this way: 

1) No preemption (of the preemptible spot) during the initial two weeks of a schedule. 

2) At least seven days notice of preemption at any time during the schedule (unless 
specifically waived by the agency). 

Immediate reaction from some reps: The setting up of such ground rules would only 
serve to complicate the whole purpose of the preemptible spot, which basically is a 
special rate, to permit better sales maneuver ability for the station and perhaps even cause sta- 
tions with a preemptible rate structure to abolish it altogether. 

Noted one rep to SPONSOR-SCOPE: Apparently the Four A's Committee is not con- 
versant with the fact that the preemptible spot is based on price and aim of the buy. 
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Continued 



McCann-Erickson has switched course again in its media planning and buying 
procedure. 

After a year of wrestling with the system which put the emphasis on specialists working 
in groups the agency has gone back to the account group plan. 

The account group plan has been a way of life for most of the bigger shops for a num- 
ber of years. 

Under the re-embraced plan at McCann-Erickson an associate media director will 
have authority over a top-billings account or several accounts and he will have 
under him supervisers who will have buyers, estimators, etc., reporting to him. 

The specialist system was composed of four sections: print, broadcast spot, trade- 
papers and outdoor. Reason for its scrapping: the group plan lends itself more effici- 
ently to the needs of modern media planning and buying. 

Miradel, the new toiletries company headed by George Abrams, should be 
soon making its entry into tv through a deodorant named Dry. 

Commercials are set and the Miradel agencies are Donahue & Coe and Mogul, W&S. 

These are the weeks in which rep personnel assiduously scrutinize the Novem- 
ber ARB ratings for their markets with either switch-pitching or fence-mending 
aforethought. 

Those with stations whose ratings are good will press arguments to timebuyers 
as to why they should move to cozier spots, while reps with stations who haven't been 
faring so well from their network schedules will fortify themselves with defensive 
data stressing the audience composition factor as against numbers. 

And that's the way it's been going with each successive January, becoming a sort of ritu- 
al in the midseason consortium between timebuyer and rep salesman. 

SPONSOR-SCOPE last week garnered the inference from a cross section of tv 
reps that there was hardly any prospect of wholesale basic changes in tv station 
rate structures. 

What is meant here is that stations may do some jockeying around to get advan- 
tages over their competitors but they'll, broadly speaking, maintain the status quo as 
to package plans, discounts, etc. 

One of the inhibiting factors perhaps is this: the continuing tendency among agency 
copywriters to favor the minute commercial and the disposition on the media side 
to let them ignore the efficiency of the midweek prime 20s. 

A hard economic fact of life that may, among others, interest Newton Minow, 
is the failure of the smaller market to garner a proportionate share of the record 
national spot tv boom that the medium has been experiencing this season. 

The source of this picture are reps whose lists contain a broad assortment of large and 
smaller markets. 

Their consensus: despite the increase in spot tv expenditures, the trend has been 
sharper than ever toward concentrating it in the top 50 markets, with the result 
that what trikles down to what might be referred to as below the top 75-80-market level has 
become a veritable pittance. 

Some of the reps quizzed on the situation estimated that stations in smaller markets 
were getting only about 30% of their volume from national spot, as compared to 
the 65% average for stations in the larger markets. 

Conducive to the wide disparity has not only been the mushrooming of the network 
minute scatter plans but the agency attitude on the cost of doing business with regard to 
smaller markets. 

Reason for the reference to Minow: his espousal of all-uhf, which, if it is assumed, will 
proliferate the number of stations in smaller as well as big markets. 
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Continued 



Considering die time of the season, NBC TV sales the past week turned out a 
fairly cozy record of new buys and renewals. 

The asset side included: 

• Ralston Purina (Gardner) taking on about 85 minutes in the Merv Griffin show 
and Your First Impression for 26 weeks, starting in March. 

• ExLax (Warwick & Legler) renewing 26 daytime minutes to run off during the 
first 1963 quarter. 

• Revere Copper signed an order for a spring campaign of 15 commercial minutes, 
effective in April. 

• Purex (Weiss) continued its daytime specials for March and April. 

P&G seems to be taking CBS TV's vacating of Edge of Night from the 4-4:30 
niche come the fall with much forebea ranee and equanimity. 

The Cincinnati giant, like anyone else, prefers to ride with a winner — on the rating 
side CBS TV has had plenty of that this season — and so it will wait awhile before de- 
ciding what to do with Edge of Night, which, incidentally, ranks among the top five in 
daytime ratings. 

Two gambits are in the offing: 

1) Tie the soaper in with what CBS TV is able to do for P&G nighttimewise next sea- 
son, with Edge replacing a film rerun, say, the Millionaire, on that network's schedule. 

2) Put the serial on NBC TV, which has already expressed an interest in it, and in 
the process, sweeten the pot with large doses of nighttime. 

Agencymen who are in the position of being able to recommend a tv network 
buy without having to run the critical gauntlet of other agencies on the same ac- 
count can count themselves lucky. 

Why is this being brought up at this time? 

Well, the networks are complaining that this business of agencies looking over the 
shoulder of the agency of record for a buy is getting too rambunctious and sticky for 
the network's own comfort. 

The hub of the gripe: in their zeal to second-guess the other fellow, such agencies are 
making it increasingly rough on the network to wrap up a deal with dispatch. 

The agency of record is now disposed to explore every conceivable facet of a 
buy so as to preclude the "opposition" pointing out some loophole in the selec- 
tion of the participating minutes. Like, for instance, the schedule time, audience composi- 
tion and compatability of the programs with the various brands. 

The ground rules on the program billboard, which have been the source of 
wrangling between agencies and tv networks, appears headed for an overhauling. 

The three networks have been asked by the NAB Code Board to discuss among them- 
selves whatever revisions they deem necessary in the treatment, length and placement of 
billboards and submit a common agreement designed for incorporation in the code 
at the next meeting of the board. 

CBS TV is plumping for a new wrinkle on billboards. It would like to expand the 
time allowance to 30 seconds for programs running over an hour. At present the 
quota is 10 seconds opening and close for a half-hour show and 20 seconds for a program 
covering an hour or more. 

According to the networks, there's been a constant argument about the inclusion of 
copy in the billboards which smacks of sell. It's their contention that the billboard is de- 
signed to merely identify the sponsor or sponsors and that even a description adjective 
about company or product violates the spirit of the billboard. 

A moot point being debated by the networks: whether the time consumed by the bill- 
boards shouldn't be excluded from the commercial time standards. 
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Sellers of national spot tv should be heartened by the fact that they'll have 
a couple of astute business development specialists hitting the cross-country trail in 
behalf of the medium during the next two months. 

The duo, each going his own way and armed with fresh-off-the-research board presenta- 
tions: Katz's Halsey Barrett and Harrington, Righter & Parson's John Dickinson. 

Barrett is taking his Launching Your New Product story on two-three-day stands in 
Pittsburgh, Minneapolis, St. Louis, Atlanta, Chicago, Dallas and other points west. 

Dickinson heads early next month for the westcoast with a batch of material on the 
spot theme with the object of stirring up a little more dollar interest in the medium, but 
is, more than has been accruing from this potentially rich region. 

Following this exploritory trip Dickinson and his HR&P associates will apply them- 
selves to a documented summer pitch that he will likewise take on the road. Obvi- 
ous problem-solver target here: iron out that summertime billings valley. 

Radio reps may be overlooking an angle that would ease their sales penetration 
of agencies, at last with the smaller ones. 

From what SPONSOR-SCOPE has gathered among media people in smaller Chicago 
agencies they could become a rewarding source of revenue if the reps woidd pro- 
vide them with total data on a station's market. 

Pointed out by these agencies: they're not equipped with the research staffs that pre- 
vail in larger agencies; hence they'd appreciate the reps' furnishing them with the 
sort of comprehensive material that they themselves could incorporate in a recom- 
mendation to a client. 

The over-all boost in average hours of viewing per day the past November can 
easily be attributable to the fact that there was quite a jump in daytime attention. 

In other words, the hike in daytime more than made up for the slide in nighttime. 

Tv usage this November for the entire day was five hours and 35 minutes, as com- 
pared to five hours and 25 minutes for 1961 and five hours and 47 minutes for No- 
vember 1960. Here's a three-year comparison of average daytime usage by hours of the day: 



TIME SEGMENTS 


NOV. 1962 


NOV. 1961 


NOV. 1960 


8- 9 a.m. 


11.8 


11.2 


13.6 


9-10 a.m. 


14.5 


13.3 


15.5 


1011 a.m. 


17.2 


14.6 


17.4 


11-noon 


20.8 


17.1 


20.5 


1- 2 p.m. 


24.3 


23.0 


24.2 


2- 3 p.m. 


22.1 


19.7 


20.1 


3- 4 p.m. 


21.3 


20.5 


20.8 


4- 5 p.m. 


25.9 


24.8 


25.9 



SOURCE: Nielsen, Monday through Friday, average audience per minute. 

Educational breakout for adults supplied by TvQ in its December report would 
indicate that the Ford Division had got on the right audience-mix track when it 
bought football this season to buttress its Hazel series. 

TvQ's educational-level quotients are based on adults from 19 up and here's how 
these levels stacked up for the Ford Division's three principal tv network investments: 

FACTORS HAZEL NFL FOOTBALL NCAA FOOTBALL 
Adult Avg. 35 48 46 

Grade School 40 35 32 

High School 35 48 46 

College 29 58 57 
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ie coursfc of this typical day 
on Manager Ed Pfeiffer 
|lps develop new format for 
ws-Weather-Sports shows 
6 and 10 p.m. (Makes note 
set up screening for local 
agencies and advertisers.) 

phone conference with 
jgram department of rival 
twork regarding loan of 
pbile cruiser for two-week 
[i.OOO-mile taping trip, 
es over equipment maintenance 
sts with chief engineer. 

s lunch with Petryman and client 
ding weight to rep's proposal 
r important spot buy. 
res new commercial manager 
)m Chicago after interviewing 
ores of prospects, 
.'cides to send reporting 
am to Pecos, Texas (object: 
ation-produced documentary 
i the Billie Sol Estes case), 
arks oh countless small and large 
bs that ultimately affect the station's 
lysical operation ... its profit . . . 
5-tesca nsibility to the community. 
of which necessitates an 
asional pause for Pfeiffer . 
get his second wind. For alas, 
has one more place to go. 
light, another awards banquet 
his boss, Mike Shapiro.* 



Our 
Mr. Pfeiffer 
is a 
pfireball 




WFAA-TV 

Channel 8 abc 
WFAA-AM-FM-TV 
Communications Center 

Broadcast services of 
The Dallas Morning News 



Represented by 
Edward petry & Co., Jnc. 



' Most recent — 1962 Man of 
the Year — from 
' Associated Broadcasters 
of Texas. 



THE CLEAR DOPE 



Here is the clear dope about a good broadcasting operation. 

Although most guys and gals our age who are in the advertising business know almost 
everything about u>. we arc often reminded that time Hies and each day new people are 
joining the ranks of agencies of the country. Some of them sit in judgment on us. and so 
thev need to know all ahout us. 

Well — We operate KRNT Radio, KRNT Television, and KRNT Theater out here in Des 
Moines, Iowa. Ml under the same roof. All run by the same people. Many (if the personnel 
are up to their necks in all thrct all tin time. 

Our radio station has led in service and adult audience most of its 27 years. The tele- 
vision station reflects credit on its parent and generally leads in ratings, and in every one of 
its seven years, it has done around o() r ," of the local business! Roth stations are affiliated 
with CRS. The CHS know-how together with the KRNT ''know-how and go-now" keeps us 
out in front. The theater is the largest legitimate theater in the I .S.A. Everything from the 
Grand Opera to the Grand Ole Opry is shown in it. It truly is the ''Show ('lace for All Iowa." 

So what happens? Well, the stations promote the theater and the theater promotes the 
stations, and we learn show business from running all three. We learn about people, too. 
Nothing will straighten out a person's thinking about what appeals to people as well as the box 
office, "lis the till that tells the tale. People either put their money where their mouth is at the 
box office or they don't — they kid you not. 

Out of this baptism of lire comes sonic prettv hep people in programming and promo- 
tion and market knowledge. 

Few organizations, if any know this market as well as the KRNT organization knows it. 

Few organizations know more about program appeals — 

Few organizations know more about promotion and publicity — 

Few organizations are held in as high esteem by its public. 

Few organizations of our kind in the U.S.A. have the track record that KRN'l Radio and 
KRNT Television post year aft*-r year. 

The KRNT name means leadership and has for a long time. 

What about right now, today? 

Well, lake KR NT-TV : 

The hot ( RS-TV schedule is hotter here. 
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The hot Steve Allen Show is hotter here. 
The hottest movie package is here. 

The hottest news outfit is here. In fact, one of the top daily nighttime news programs in 
a multiple station market in America is here on KRNT-TV. 

The hottest sports programs are here. The football coaches of the three largest universi- 
ties in Iowa are seen exclusively in this market on KRNT-TV. 

The most and the hest and the best-known local personalities are on this station. 

Civic, cultural and religious groups know from long experience that they can count on 
our eager cooperation and support. They know we do operate in the public interest, conven- 
ience, and necessity. 

And — this is tile station, in this three-station market, that carries around 80 f *> of the 
local television advertising and has since the station's inception. Yes — where the cash register 
has to ring today to make today"-* profits, this is the station the local merchants depend on 
for sales — some of them selling products your agency rep merits. 

Then about radio: 

Every Des Moines survey a fellow can find shows KRNT Radio leading in total audience, 
total adults . . . leading in believability, too. KRNT "Total Radio" has the solid sound of 
success you like. You're proud to be associated with it. It, too, is a great news station, a great 
sports station, and it has the most and best known local personalities. It, too, is an outstand- 
ing public service station. 

Our KRNT Radio personalities appear regularly on KRNT Television. This is a big ad- 
vantage: Radio listeners know what KRNT personalities look like. Likewise, television viewers 
are constantly reminded of their local KRNT-TV favorites because of their frequent exposure 
on KRNT Radio. One medium helps the other in our operation. And personalities are pic- 
tured in heavy newspaper promotion, too. Our personalities are "old friends'' to Central Iowa 
people — an important plus in their merchandising and sales effectiveness. 

These stations of ours provide the proper climate for responsible advertisers — a climate 
of leadership, believability and responsibility. It is said that Lord Chesterfield once invited 
his young friend thusly: "Come walk down the street with me. It will make your fortune!" 

We invite responsible advertisers to come walk down the street with us. It will go a 
long way toward making your fortune. 



KRNT RADIO— KRNT TELEVISION 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by the Katz Agency, Inc. 
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Letters to 
the Editor 



VIEWER PAYS THE PIPER 

Your 24 December issue carries a 
long and rambling letter about ad- 
vertiser'* freedoms which includes 
several confused points and slightly 
misused quotations. To avoid 
similar contusion, I'll dwell on only 
one of them: "He who pays the 
piper has the courtesy of (ailing 
the tune." 

Aside from obvious contradi< lion 
to the principle of public owner- 
ship of the airwaves, the writer 
overlooks the fact that the viewer 
pays the piper to far greater extent 
than the advertiser. While (he 
advertiser's investment is measured 
in (ens of thousands, the cumula- 
tive investment of the show's view- 
ers in (erins of set depreciation 
alone would he in the hundreds of 
thousands. While the advertiser's 
investment in terms of man-hours 
would number in the thousands or 
possibly only hundreds, the view- 
ers' investment would be in the 
millions. 

To answer a quotation with a 
quotation: Mr. Oakes' kind of 
thinking could "kill (he goose that 
laid the golden egg." 

DAVID A. COURSE, promotion manager, WJRT 
(TV), Flint, Mich. 



THE MORNING AFTER 

We suppose such Huffs as trans- 
posed lines are inevitable on New- 
Year's Eve; but we'd like to have 
this one corrected: 

On page 5f> of your .'51 Dec ember 
issue you have moved our Channel 
2 station from Las Vegas to Reno, 
with the most undesirable effec t of 
leaving Las Vegas a one-station 
market for KLAS-TV. And it did 
not help matters to make Reno a 3- 
station market either! 

Finally, the station thus moved 
by 157 miles to the northwest is no 
longer named KLR[-TV but 
KORK-TV (as of 111' November 
H)(i2) . 

Thanks for letting us be a part of 
your morning after. 
HARRY HUEY, development director, Donrey 
Media' Group, Fort Smith, Ark. 

RADIO FREE EUROPE 

A few weeks ago I was privileged 
to inspect the European facilities of 
Radio Free Europe. I was not only 
impressed with the powerful tech- 
nical facilities but with the dedica- 
tion and expertness of the staff ai 
the headquarters in Munich. 

One thing that may be of inter- 
est to your readers is that the Radio 



Free Europe stall ol experts listen 
regularly to all the Coiiiiiiiiiua 
radio stations in the satellite coun- 
tries and read all major publica- 
tions of the Communists. Recently, \ 
they have heard some unbelievable! [ 
broadcasts emanating from thescl 
Communist stations — broadcasts in- :] 
(Heating not only a breach in re- 1 
Unions between China and Russia j 
but that serious problems exist be- 
tween the Reds and the captivu 
countries. The REE monitors 
really perked up their ears about 
a week ago when comments like 
these were heard: 

Nikita Khrushchev was called a 
"blind admirer" of President Ken- 
nedy by the Albanian Communist 
Tarty daily, Zcri I Popullit. Albani- 
an Premier Melunet Shehu accused 
Khrushchev of "high treachery." 

In Czechoslovakia, Communist 
Party Secretary Vladimir Koucky 
said: "The Albanian slanders re- 
mind us of the methods of Hitler 
and Coebbels." 

The Chinese delegate to the Itali- 
an Communist Party congress de- 
nounced Tito as a "servant of 
American imperialism — a 100% 
traitor to the cause of world Com- 
munism." 

Peiping charged that Khrush- 
chev and his ilk have submitted to 
"imperialist pressure" and that they 
are "scared stiff before the policy 
of strength of United States imperi- 
alism." 

Khrushchev himself finally struck 
at the root of the anti-Moscow 
charges by saying that the "so- 
called Marxist-Leninists" (the Red 
Chinese) apparently are trying to 
provoke a dash between the USSR 
and the USA. 

The raging dispute has been 
caused by a basic ideological differ- 
ence in Communist thinking. 
Khrushchev , impressed by Western 
strength and unity, has been ad- 
vancing "coexistence" theories. 
Mao Tse-tung, the hard-line Marx- 
ist-Leninist, still believes in the 
inevitabilitv of war between East 
and West. ' 

Although differences between the 
Russians and the Chinese have 
been smouldering for a number of 
years, the conflict burst into flames 
in (he last two months. Cuba was 
the spark. When Khrushchev 
agreed to remove his missiles from 
(Please turn to page 49) 
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-4-WEEK CALENDAR 



JANUARY 

Academy of Television Arts & Sciences 

film presentation of BBC's doru- 
mentaiy "Television and the World": 
Hollywood, 14 

National Assn. of Broadcasters board 
meeting: Canielbaek Inn, Phoenix, 
Ariz., 11-18. 

South Carolina Broadcasters Assn. an- 
nual winter meeting: Hotel Wade 
Hampton, Columbia, S. C, 17-19. 

Advertising Assn. of the West mid-win- 
ter conference: Mapes Hotel, Reno, 
N'ev., 18-20. 

Georgia Radio-Tv Institute annual meet- 
ing, co-spon sored by Georgia Assn. of 
Broadcasters and U. of Georgia, Ath- 
ens: Athens, Ga., 22-24. Among the 
participants: tCC Commissioner E. 



William Henry; Georgia Governor- 
elect Carl Sanders; Stephen I.abun- 
ski, WMCA, New York; Maury Web- 
ster, CBS Radio Spot Sales; Stephen 
Riddlel>erger, ABC owned radio sta- 
tions; Edmund C. Bunker, president- 
elect, RAB. 

Nebraska Broadcasters Assn. conven- 
tion: Hotel Cornhuskcr, Omaha, 23- 
24. NAB President I.eRoy Collins 
will he piincipal speaker. 

American Women in Radio & Television 

board of directors meeting: Savoy 
Hilton Hotel, New York, N. Y., 25- 
27. 

FEBRUARY 

National Advertising Agency Network 

eastern regional meeting: Hotel Roa- 
noke, Roanoke, Va., 1-3. 
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The Anatomy of PRIMACY... Part I 



The GEMINI* process is an exclu- 
sive MGM Telestudios development 
which produces a twin high quality 
16mm film simultaneously with the 
video tap*. 

Pardon the slogans, but we've been 
[working on this for a long time and we're 
jreally excited. At MGM— and only at 
MGM— the kine finally is dead; not just 
reworked, disguised, or renamed. It's 
dead! The tape industry has worn this 
albatross for too many years. We at 
I MGM Telestudios decided that trying to 
improve it further was an exercise in 



futility. So we focused our energies in 
a completely new direction — and per- 
fected GEMINI. 

GEMINI is a direct film process, 
capable of producing unlimited 
16mm GE MPRINTS. * 

GEMINI is made as a twin product 
to MGM Video Tape, shot scene-by- 
scene, simultaneously. 

With the last roadblock removed by 
MGM Telestudios you can now have the 
superiority of tape for network and 
major markets, and supply local markets 
with superb 16mm GEMPRINTS. 



This is one of a series of major 
announcements from MGM Tele- 
studios. Look for Part II of The 
Anatomy of PRIMACY 



MGM 




Today, tape, more than ever before, is TV's prime production tool. For more information, 
call Bob Fierman. Sales Manager. LO 3-1122 'Trademark 



Telestudios 

1481 BROADWAY, N.Y. 36, N.Y. 
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IVhy it pays 
to advertise your station 
in a broadcast booh 



BECAUSE THE TIMEBUYER IS KING 



here's nobody better quali- 
fied to advise you how and 
where to invest your national ad- 
vertising dollars than your own 
national representative. 

He'll tell you that the time- 
buying system really works. 
Which means that at any of the 
top 50 (or top 100) advertising 
agencies placing national spot 
business the recognized time- 
buyer, backed up by his super- 
visors, decides whic+i stations get 
the nod. Sure, there are excep- 
tions to the rule. Of course there 
are some account executives and 
ad managers that exert a heavy 
influence. But, by and large, the 



timebuyer is king. 

Reaching the timebuyer, and 
the other men and women who 
strongly influence a spot buy, 
is a job for a specialist. That's 
why the several thousand time- 
buyers (by job title and job 
function) who buy national spot 
read the broadcast books. More- 
over, they rely on them. They 
rely on one or two favorites al- 
most to the exclusion of all 
others. 

Buy broadcast books to give 
your national campaign impact 
where it will do the most good 
... at least cost. 



a service of 

SPONSOR 
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/^5\ have a 

h^f HAPPY 




CAKSO> ROBFRTS ■ •'"<'»_ 
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ag II 




Younger agencies scorn the status quo and traditional techniques 

Carson/ Roberts uses slogan "have a happy day" on signs in Calif, while Henderson Advertising, S.C., flies staffers everywhere 

10 young agencies to keep an eye on 



► 
► 
► 
► 



Ten ad agencies rated comers of tomorrow 
Industry execs pick those with most potential 
They are regarded as agencies to watch 
PKL, GB&B, D&C, C/R, S/G in the top ten 



Each ye;ir, like crackerjack base- 
ball rookies, sees the emergence 
oFreal hoi, bright, aggressive adver- 
tising agencies. These happen to be 
agencies that instantly recall, say, 
Ogilvy, Benson S: Mather or Doyle 
Dane Bernbach. These are agencies 
— some teen-years old, others sturdy 
moppets with the breath of birth 
barely wiped from high pink brows 
— that in the evaluation of com- 
munications connoisseurs may be 
the comers of tomorrow. 

Last week, sponsor asked some 
savvy industry observers, including 



a number ol radio tv station and 
network executives, top station rep- 
pers and key Madison Avenuers to 
select Id agencies who, in their 
educated opinion, should maturate 
into the big ones of tomorrow. 

Industry figures polled by 'spon- 
sor came up with these agencies 
which possessed that extra creative 
twist and bend so deeply necessary 
in order to stand out in a field so 
fertile with copy and marketing 
notions: 

• Papert, Koenig, Lois, New 
York. 



• Guild, Bascom & Bonfigli, San 
Francisco. 

• Daniel & Charles, New York. 

• North Advertising, Chicago. 

• Cat son /Roberts, Los Angeles. 

• Smith/Greenland. New York. 

• Henderson Advertising, Green- 
ville, S.C. 

• Hcxkadav Associates, New 
York. 

• DeGarmo, New York. 

• Trahey/Cadwell. New York, 
Observers in the industry view 

Papert, Koenig, Lois, which went 
public recently by selling a portion 
of its stock to outside investors, 
as the Cinderella of recent times. 
PKL- started with $100,000 in bill- 
ings three years ago. It is figured 
that the young agency should be 
billing in the region of S20 million 
in 1963. It billed $7 million in 
I0GI and over SM million in 1962. 
Approximately 40% of its billings 
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Reps and station execs pick some smaller agencies 
that may easily become big ones of tomorrow 



goes into (lie television medium. 

Don't use scared money. What 
advice has Frederic Pajierl, chair- 
man of die board, for launching 
a new agency? "1 think it is hn 
portant if yon go into business that 
yon not trv to do ii with scared 
money," he said. "Collect some 
inouev or collect accounts or colled 
some assets of some kind and give 
yourself six months or three months 
or however long yon need to relax 
and sax, 'I'll go till |nl\ and I'm 
going to try to do it my way, and 
if I can't, I can always go back and 
get a job.' and you can as a matter 
of fact." 

What prompted |ulian Koenig to 
join Papert and George Lois? 
koenig had a good ropy-writing job 
at Doyle Dane Bernbach. He led, 
he said, because lie was "crazy." 
"After all, Lois and I had the best 
jobs in advertising. We should 
have been bankrupt within a 
month, lint we weren't. ... So my 
advice to you is this. II you like 
what you are doing, c|tiit and start 
an advertising agency." Another 
active figure at l'KL is Norman 
Grulich, exec. v . p. 

What's l'KL's creative philoso- 



phy? As Koenig puts it succinctly: 
"Rosser Reeves has a creative phil- 
osophy and it is enormously suc- 
cessful. Mr. Ogilvy has ;i creative 
philosophy and it is brilliantly tab- 
ulated. What is our creative phil- 
osophy? We have none. All we do 
is make ads." 

It is Papert 's contention that a 
great deal ol advertising is ineffi- 
cient, "better take a chance on 
something and slip once in a while, 
but at least keep people awake." 

Bah to Status quo! The uncon- 
ventional pays oil brilliantly in ad- 
vertising, particularly when humor 
i.s applied. This appears to be one 
ol the precepts followed at Guild, 
Bascom & bonfigli, the si/ding 
agency which berths in San Fran- 
cisco and has a "branch" office in 
New York. "We don't believe in 
the status quo in anything" is the 
way Walter Guild, president of the 
firm, expresses it. 

Guild is the key-adininistrator- 
niarkctiiig genius at the agency. 
Dave bast 01 n is the creative brains 
and Dante Bonfigli the art man. 
billing is now running close to §20 
million (including fees). Inter- 
estingly, the agency's New York 



"branch" has turned into pictt 
much of a full-hedged office, bill, 
ings accounted for by tin Gothaiv 
office are almost S5 million and ;i 
CllfcB execs point out, that's biggc 
than many New York-heaclcpiart 
ered agenc ies. The agency is ratec 
the largest West Coast based agenr 
with national accounts. 

About G5% of GB&B's billing 
are in television, network and spot 
sponsor's annual estimate place 
GB&b in 'Mill position among the 
agencies in television with nion 
than $1*5 million in total air bill 
ings. 

"We don't want to be the biggesi 
agency," Guild has said. "We just 
want to be the best. Swe is no par] 
titular virtue." Like his counter 
parts at PKL, Guild is a proixnieni 
of chance-taking and tradition 
smashing, "be contrary," Guile 
says in discussing his agency's crea] 
live behaviour. "The hell with traj 
dition. Take the opposite jX)ini-of 
view. There are other ways to gc 
than the usual way." but above 
all, he insists, don't be afraid tc. 
take a chance. 

An agency based outside of New 
York should not regard itsell as 
handicapped, according to Guild. 
"Advertisers will come to North' 
Platte, Neb., for gcxul advertising,' 
Guild observed recently. 




Steadily pushing forward at S/G, GB&B and DeGarmo 

l.eo Greenland (I), president of Smith/Greenland, operates "no-loi inula" shop; Waltei Guild (c), president of Guild, liascom 
Bonfigli, doesn't belie ve in status <|Uo in anything, and Elliott Nonas (r), exec, v.p., DcGaimo, emphasizes tasteful creativity 
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Two women are partners in this Madison Avenue shop 

Anions; top-rated (if younger advertising agencies is I inhev/Cadwell, presided over l>y Jfiiie Trahev, Left to right: Miss 
Trahey, wild founded the agency three-and-a-half years ago: Frank!? Oadwcll, her partner; Hal Davis v. p. and senior art dir. 



North's three offices. North Ad- 
vertising, founded in 1955, is pre- 
sided oxer by Don P. Nathan.son; 
Bruce Dodge is executive v.p.; Reg- 
gie Schuebel is v.p. in charge of 
media, radio and tv. Miss Schuebel 
will he recalled as one of the out- 
standing media directors for Craig 
& Kumniel and the old Biow agen- 
cy. Prior to joining North she was 
v.p. of GBfcB, heading their New 
York office. 

In 1962 North hilled at §16.5 
million. Television gets about 60% 
of North's billings. The agency has 
offices in New York, Chicago and 
Hollywood. Botli the New York 
and Chicago offices are complete, 
self-contained operating agencies; 
Chicago serves midwestern clients 
and New York serves eastern clients. 

Alice Westbrook is v.p. and direc- 
tor of creative services for North 
Advertising. She's also one of the 
agency's founding members. Two 
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vears ago she was voted Chicago's 
Advertising Woman of the Year. 
Her telev ision commercials and ads 
have won numerous awards. Mort 
Ileineinan. v.p., New York creative 
service, previously was v.p. ol the 
Franklin Brink Agency. He joined 
North two years ago leaving his 
post as senior v.p. of Kastor Hilton 
Chesley Clifford & Atherton. 

"Involvement" is the key. When 
one encounters the name of Car- 
son/Roberts, one thinks instantly 
of a Los Angeles-based agency that, 
since its inception in the late -10's, 
has increased its gross billings 200- 
fold. Under the aegis of Ralph 
Carson and jack Roberts, the agen- 
cy has racked up a staggering num- 
ber of "firsts" for such clients as 
Mattel, Inc., California toymaker; 
Max Factor Cosmetics and Rose 
Marie Swim Suits. Roberts, the 
agency's executive v.p. and creative 
director, has been a steadfast critic 



of the pompon* and tasteless in 
copy. Carson, president of the firm, 
plays a vital role in planning and 
formulation of direction of all 
agency accounts. He's been a news- 
paperman, a hroadiasier and a 
public relations man. 

"Why they refer to Carson 
Roberts as an 'independent' agency 
I'll never know." Carson declared 
recently. "We're pretty indepen 
dent, all right, but that's more a 
frame ol mind rather than a physi- 
cal state. We do have only one 
headquarters office, but we service 
accounts nationally, just as do the 
agencies with branches throughout 
the country. We happen to do it 
differently." The Carson/ Roberts 
boys insist on what they term "first 
hand translation." This means do- 
ing awav with middlemen and 
"long, involved chains of communi- 
cations between clients and the 
people who direct the actual work 
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PROSPECTUS 



100,000 SHARES 



PAPERT, KOENIG, LOIS, INC. 

CLASS A STOCK 
($.30 Par Value) 

The 100,000 shares offered by this Prospectus are being sold by certain stockholders named under 
"Principal and Selling Stockholders." The Company will receive none of the proceeds of this offering. 
Of such 100,000 shares 15,000 are initially being offered by Andresen & Co. to employees of the 
Company (including officers) without Underwriter's discount. There is no assurance that any of these 
offers will be accepted, but to the extent they are, the number of shares available to the general public 
will be reduced. (See "Underwriting".) 

THESE SECURITIES HAVE NOT BEEN APPROVED OR DISAPPROVED BY THE 
SECURITIES AND EXCHANGE COMMISSION NOR HAS THE COMMISSION 
PASSED UPON THE ACCURACY OR ADEQUACY OF THIS PROSPECTUS. 
ANY REPRESENTATION TO THE CONTRARY IS A CRIMINAL OFFENSE. 



Prior to this offering, no market existed for the Class A stock of the Company. The offering price 
was determined by arms-length negotiations between the selling stockholders and the Underwriters. 



Price to 
Public 


Underwriting 
Discount (I) 


Proceeds to Selling 
Stockholders (2) 


Per Share: 85,000 Shares $6.00 


$.48 


$5.52 


15,000 Shares (To Employees) .. $5.52 


None 


$5.52 


Maximum Minimum 
Total W $600,000 $592,800 


Maximum Minimum 
$48,000 $40,800 


$552,000 



(1) The Company and the selling stockholders have agreed to indemnify the Underwriters against certain liabilities, 
including liabilities under the Securities Act of 1933. The selling stockholders have agreed to sell to the Underwriters, 
for a total consideration of $120.00, Warrants to purchase an aggregate of 12,000 snares of the Company's Class A 
stock at a price of $6.00 per share (see "Warrants") of which 3,500 warrants will be purchased by Oppenheimer & Co. 
and S,500 by Andresen & Co. The selling stockholders have agreed to reimburse the Underwriters for certain advertising 
expenses and fees and disbursements of their counsel not to exceed $16,500. 

(2) Before deducting exp< '' v >iJ« hv the selling stockholders estimated at $47,000, including the $16,500 
-rr^ -Z >o in Note (1). ^_ -X v '- ^ 

"""~*>tiv'"i" ay ^';?res being offered initb'j -arany < fp^. — ■ 

;•' " '~ - -»>/**" 

PKL surprised the advertising industry by going public 

Here is the front page ol young, rapidly-rising ad agency's proipectus for 100,000 shares Class A stock (S.SO par value) which 
went rm the market over-the-counter several months ago. Issue reportedly was "oversubscribed and widely distributed" 



which is done on the account." 

Carson/Roberis exjx*its to go 
beyond S10 million in 1!»G3 bill- 
ings. The agency topped some $7 
million in 1!»G2 billings. This Los 
Angeles agency radiates an impres- 
sion of a superb blend of esthetic- 
ism and colorful front icrisni. This 
is how Cat son says it: "Here in the 
still pioneer west we arc able to 
communicate directly to the found- 
ers of the firms we represent. Each 
of them . . . the Handlers at Mattel; 
I lie young Fircstcins and Factors at 
Max Fac tor; the Gallos at the Gallo 
Winery; the Kesslers at Rose Marie 
Rcid; the Hoffmans at Hoffman 
Electronics . . . pioneered in his 
particular business. Eacli of them 
looks for and appreciates the same 
pioneer quality in communication. 
For each of them we arc interpret- 
ing and projecting 'the dream." 
Each of them is today a Horatio 



Alger story. So our gratification in 
growth is very personal. 'Involve- 
ment* is i he key to our associations. 
W'c arc able to be 'part' of every 
company, and to make contribu- 
tions in all areas. That opportuni- 
ty — and the appreciation of our 
work in all these areas — makes our 
growth vibrant and very worth- 
while." 

Provocative copy at D&C. Daniel 
& Charles, launched 10 years ago 
with 5500,000 in billings, achieved 
a billing record of $lf>.!i million in 
1 '.)().!. It has projected billings of 
S20 million for litis year. Nearly 
-10% of its billings is allocated to 
television. Its tv production depart- 
ment, in the opinion of experts, is 
turning out some of the most un- 
usual commercials in the field. The 
agency's Fresh Roll-on commercial 
won the top award in the cosmetics 
and toiletries division in the TV 



Commercials Festival three yean 
ago. It also scored significantly in 
the l!>f>l and 1962 competitions. 
More than two-thirds of its current 
billings derives from accounts with 
the agency five years or more. 

Among the recent additions 
which indicate the extent to which 
the agency has diversified trom its 
soft-goods beginning are the L'ni- 
vac Division of Sperry-Rantl, Color- 
forms children's toys and games, 
Topps Chewing Gum, and High- 
way Trailer Corp. A partial list of 
its other clients include American 
Broadcast ing Corp. — o&o radio sta- 
tions, Kayser-Roth Corp. (Supp- 
hose-Support Stockings and Men's 
8: Women's Hosiery 8: Gloves), 
Manhattan Shirts, and Melville 
Shoe Co. Principal agency per- 
sonnel arc Charles Goltlschmidt, 
chairman of the board; Daniel 
Karsth, president, and senior v.p.s 
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Murray Dolmatch and Joseph 
Mintzer. 

Said Goldschinidt to sponsor: 
"Even though we are known as one 
of the outstanding creative agencies 
in the country today, we don't sub- 
scribe to the popular conception of 
the 'hot creative shop." We don't 
even know precisely what it means. 
To us, the only real measure of 
creative effort is the success of a 
product. We attempt to translate 
sound marketing objectives and an 
understanding of consumer moti- 
vations into striking graphics and 
provocative copy. This end prod- 
uct is our creative effort. But it 
does not designate us as 'a hot 
creative shop' until we have proven 
our creative contention in the mar- 
ket-place under the pressures of 
competition. This we have done 
repeatedly." 

Daniel &: Charles has a fully 
staffed marketing service depart- 
ment. The agency employs about 
145 people. 

"No formula" method at S/G. 

Smith/Greenland is also regarded 
with great esteem among the small- 
er agencies. It started in business 
in 1958. Leo Greenland and Mar- 
tin L. Smith spearhead the agency 
and they are backed up, according 
to the experts, by a remarkable 
group of independent thinking 
men and women. The agency billed 
S6.1 million in 1962. Its list of 
clients is most varied, from pizza 
(Roman) to perfume (Marcel 
Rochas) , pets and pans (Farber- 
ware) to publications (New York 
Times) . Greenland revealed: "We 
operate on a 'no formula' method. 
Each marketing problem is ana-* 
lyzed on its own merits. Markets 
are then segmented. Advertising is 
aimed at the direct target — and 
sales respond." 

"There is a singleness of purpose 
in this agency," Smith remarked 
recently, "and that is to make 
every advertisement we create 
memorable and profit-making. We 
just cannot compromise. The 
whole staff is imbued with the idea 
from the top down through the 
ranks." 

Working with Greenland and 
Smith are such pros as executive 
(Please turn to page 47) 



100-market 'live' hook-up set 



► Independent line-up ready for golf tourney 

► Crosby and KTTV Productions to do telecast 

► Plans in progress for similar program 



Plans for a precedent-setting 100- 
markei "live" telecast of the 
Bing Crosby Celebrity Golf Tour- 
nament on an independent line-up 
basis were completed last week, 
Robert W. Breckner, president of 
KTTV, Los Angeles, announced. 

Utilizing leading independent 
stations and affiliates of all three 
networks in the top 100 markets, 
the broadcasts of the tournament 
on 19 and 20 January will cover an 
estimated 95% of all U. S. televi- 
sion homes. Signing to sponsor the 
event was the Kemper Insurance 
Group, through Clinton E. Frank, 
Chicago, and two other prospective 
sponsors are negotiating for time. 

Co-producers. Handling arrange- 
ments for what is believed to be 
the largest independent live broad- 
cast ever scheduled is KTTV Pro- 
ductions which entered into a co- 
production deal with Bing Crosby 
Productions. 

John Vrba, vice president and 
manager of KTTV Productions, 
who will produce the broadcast 
with Walter Gould, pointed out to 
sponsor that the broadcast holds 
special significance to the industry 
because now "there is a new way 
to go for advertisers to present pro- 
grams of special interest on a 'live,' 
coast-to-coast basis." 

Prior to this year, the pro-ama- 
teur event at the Pebble Beach golf 
course had been aired on the net- 
works. 

While the broadcast is the first 
independent "live" line-up by 
KTTV Productions, plans are in 
progress for other similar programs 
by the station, it was learned. Al- 



together, a gross of some $'575,000 
is involved for this tournament, 
with the Bing Crosby Youth Foun- 
dation beneficiary of the receipts. 

Larry Crosby is chairman of the 
two-day tournament, which is being 
played for the 22nd year. The 
purse for the event is .$50,000. 

Crosby, who is host for the tour- 
nament, will also serve as on-the- 
air host and will do c ommercials 
for the advertisers. Working with 
Crosby will be pro golf star Jimmy 
Deinaret as the key golf commenta- 
tor and Jim McArthur. 

Extensive equipment to (over the 
tournament is being provided bv 
KTTV and includes five remote 
trucks, a mobile videotape van to 
pie-tape on-location interviews and 
commercials, plus many cameras. 
Aiding the KTTV crew in cover- 
age will be their past experience 
in covering other golf tournaments 
for television. 

Station clearances. Working 
with KTTV Productions in ar- 
ranging clearances of stations is 
Sport Network. Inc. and its presi- 
dent, Richard Bailey. All times 
were cleared "live" on Saturday. 
19 January from 3:150 io 1:30 p.m., 
and Sunday, 20 Januai j from 5 to 
6:30 p.m., EST. It is estimated that 
a total of 5 million homes will be 
tuned to the broadcast each day. 

Stars who will play in the event 
include Bob Hope, Dean Martin, 
Fred MacMurray, Burt Lancaster, 
Phil Harris, and George Gobel. 
Arnold Palmer, Jack Xicklaus. 
Gene Littler, Gan IMaver and Sam 
Snead are among the professional 
golfers who have signed to play 
in tournament. ^ 
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Where the first timebuyers are now 



Old soldiers fade away, not timebuyers 
Some buyers still call for "avails" 
Others become agency, network VI Ps 



Alamous general once said, '"Old 
soldiers never die, they just 
hide away" and ihen signed himself 
oil ihe muster rolls to a crescendo 
ol applause. Which resulted in one 
veteran ol Ditity Moore's quipping 
that "Old actors never lade away 
they just die." 

In these days, with broadcasting 
a billion-dollar business, station 
men and reps with hash marks on 
their memories often cringe when 
the current, crop ol spot peddlers 
cluwntalk contemporary timebuy- 
ers by saying, "They're not buyers, 
they do everything by the sliderule, 
yardstick and the numbers." 

Started as buyers. What makes 
those old professional program 
peddlers cringe is something the 
newcomers never knew, namely, 
that many a topman in modern 
broadcasting started as a limchuy- 
er. Among these are: 

Hubbell Robinson of CSS who 
bought time lor Young is: Rubi 
cam; Charles A yets, the ABC vice 
president for sales, who bought for 
the now defunct Buchanan Co. and 
lor Ruthraufl & Ryan; Joseph 
Holmes, Jr., now a senior vice 
president for Dancer- Fitzgerald- 
Sample, who went from thr mes- 
senger corps at Young 8: Rubicam 
into its timebuying department; 
another Y&R graduate is Ralph 
Starr Butler, Jr., now .1 vice presi- 
dent at Benton R: Howies. 

Hagen Bayles, now a partner in 
Sullivan, Sianffer, Colwell & 
Bayles, was a Ruthraufl & Ryan 
timebuycr back in the clays when 
Radio Row chuckled over what 
one of the RfeR scions said when 
he nixxed a Sunday afternoon 
thnebuy: "Sunday at three? lump- 
ing Jehovah, that's a bad time. No 
one'll he listening to the radio. 



Thai's when the polo matches are 
on and everyone goes to the polo 
games!!" 

Turn the wheels. Others who 
started as timebuyers and now 
make the wheels turn in agency cir- 
cles are: Frank Kent]) of Compton, 
who started as a timebuycr and 
now is the vice president in charge 
ol media; Reggie Sihuebel, one- 
time tiniebuyei for Hiow, Duane 
Jones, etc., and now the media vice 
president at North Advertising: 
Terr) Clyne, the executive vice 
president at Maxon, Inc., who 



started as a rep, went to Hiow as ;tj 
timebuycr, and [hen moved to Mr- 
Ca nn- Eric kson's upper echelon; 
John Kneels, now the Ted Baiea 
vice president lor network rela-l 
tions, was a uniebuycr for Young 
h Rubicam and, alter a hitch in 
service, started his executive climb 
in the Biow organization; Tom 
Luckenbill, now and for many 
years a vice president at William 
Esty, was a tiiuebuyer for [ Walter 
Thompson back in the days when 
that shop thought it should have a 
man in the buying post rather 
than Li 11 ne a Nelson; another 
Thompson alumnus is Howard 
Meighan, now head man at Video- 
tape Productions, who was a bell- 
ringer lor the Thompson research 
department and served some time 
in that agency's timebuying balli 



Once timebuyers, now agency v.p.s 




Hagen Bayles 



Terry Clyne 



John Kucera 




Reggie Schuebel 



Frank Kemp 



Tom McDermott 
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ick before moving on. 

Jack Latham, remembered by 
Uhv as tbc former jjrcsitlent of 
jnerican Cigarette and Cigar Co. 
lid later as an executive for Philip 
forris, started as a timebuycr for 
bung & Rnbicam back in the days 
,hcn the radio department con- 
isted of Latham, Hub Robinson, 
iie late Bill Stuhlcr, and the now 
ctired Don Stairffer. Today he is 
sales executive for Raymond 
owey-William Snaith, Inc., the in- 
lustrial and product designers and 
rchitccts, and needs urging to rc- 
ell the talcs of how he bought 
imc for Lucky Strike and Pall 
Jail and how the late George 
Washington Hill tapped him to 
lead the American Tobacco opera- 
fon. 

Lots of muscle. Another Y&R 
graduate was Carlos Franco, now 
i consultant to rc])s and agencies, 
vho started as an NBC time sales- 
nan, went to Y&R where he had 
he unusual status of being a stock- 
loldcr — possibly the only timebuy- 



cr of those days to have that nuuli 
muscle — and then saw service with 
Kudner, Wcintraub, and other 
firms as an account executive and 
new business supervisor before 
opening his own shop. 

The late Myron P. Kirk, affec- 
tionately known as "Mike," came 
out of NBC in the 1930-31 era to 
be a timebuycr and, before finish- 
ing up as a vice president for Lcn- 
ncn &: Newell, had bought a flock 
of time for Old Gold cigarettes 
when the agency was known as 
Lcniicn R: Mitchell. 

Some of the original timebuycrs 
arc still in action. Tom McDer- 
mott and Frank Barton are still 
with N. W. Aycr, albeit McDer- 
mott wears the stripes of a vice 
president. Beth Black, now at 
Donahue & Coc, starred as a buyer 
back in the halcyon days of the 
late Joseph Katz Agency in Balti- 
more. Bill King is still active at 
the J. M. Mathes shop, Vera Brcn- 
nan, who followed Reggie Scheubel 
from Biow to Duanc Jones, is still 



calling for "a\ads" at Sullivan, 
Sutnflei, Colwcll &: Bayles; Helen 
Thomas, another graduate ol the 
Biow shop, is in action at Street 
& Finney; and Mary Dunlcavy, 
who had been at Ruthrauff &: 
Ryan, is buying lor an agency in 
Philadelphia. 

Trailblazers. Others of the orig- 
inal trailblazers were Gertrude and 
Eleanorc Scanlon of Batten, liar- 
ton, Dnrstinc & Osborn. Gertrude 
is up in the timebuycrs Valhalla, 
along with Frit/. Schneider, who 
several years ago had retired to a 
dude ranch outside of Pcckskill, 
N. Y.; and none of the veterans 
knows where Eleanor Scanlon can 
be reached. 

Frank Coulter, who had been 
with N. W. Aycr and Young R: 
Rubicain, retired last fall and is 
now relaxing in the sun of Sara- 
sota, Fla. And Margaret Jessup, 
the McCann-Krickson veteran, is, 
according to cronies, enjoying life 
in San Francisco. 

The two old pros of the time- 
buying business who, along with 
Carlos Franco, were the deans of 
the business in terms of service, in- 
fluence, savvy, and sagacity, are 
Linnca Nelson of ]. Walter 
Thompson, and Frank Silvcrnail, 
of BBDO. Both are now retired, 
Frank to Bennington, Vt„ and 
Linnea to Long Island where she 
happily indulges her ancient hob- 
bies — teaching millinery, sewing, 
and silk screen painting to other 
housewives as the chairman of the 
Babylon Unit of the Home Dem- 
onstration Division of the Suffolk 
County Extension Service. 

In those hectic days when broad- 
casting was born, timebuying was 
inhabited by a different breed of 
people. Linnea Nelson, who had 
started with Thompson as a typist 
and wound up in media as a ste- 
nographer, was the new girl in me- 
dia when the agency started buy- 
ing radio: since no one wanted the 
job, she was stuck with it and had 
to blaze trails to do it properly 
since there was no one to ask. Like- 
wise Frank Silvcrnail, who had 
been a sales promotion man for 
General Outdoor and a guitar 
player for WEAK back in 1925 be- 
fore NBC was born, did sales pro- 
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motion and merchandising for 
NHC before joining Pedlar & llyan 
and buying lime lor Camay, then 
going to \&R and finally 10 BBDO. 

More than sliderules. In those 
days liniebtivers had to be and 
were iinolved in everything. They 
bought programs, pro\ ided ideas, 
suggested and often sold clients, 
advised networks, knew station 
managers all over i tie country, had 
to keep their finger on the pulse ol 
i he business to know what "names" 
would draw in the small towns, 
what stations were unhappy with 
the network and might switch afiil- 
iations, what local programs had 
audiences. Since iliev spent so 



much time in the field, many a sta- 
tion and network executive was 
hired because a Nelson, Silvernail, 
or Franco recommended them. 

In these early days the timebuy- 
ing business was a much more per- 
sonal alfaii than it is today. It was 
an era of pioneering in the sense 
that nothing like it had been done 
in agencies before, and anyone in 
t lie shop had a crack at the new 
game — I rout mail room boys and 
secretaries right up to the agency 
president. For nearly 25 years the 
new crop of buyers cut their teeth 
on radio, and when television came 
along they were ready to move into 
this medium and learn again. Ms 



this lime agencies had not one b 
er, or two, but entire departmeri 
And the buying they did was suj 
denly not just Jack lienny for Jell 
or the Lucky Strike Hit I'arade ar! 
a few spot campaigns in a fe| 
markets. 

They started when the busine 
was one network and a handful 
stations. They retired when I 
business was four radio and thn 
video net works and more thi 
-1 ,000 stations. And although tin 
won't say it, buying as they kne 
it in i he days before computers W 
more exciting, and the seat of the 
pants was more important than tl 
slide-rule. 



10 tips on improving spot tv buys 



► Buyers and reps strive to alleviate problems 

► Give suggestions on systems, thinking 

► Efficiency and effectiveness are analyzed 



&2fcL ■■ ? ^ti^-. r .. ~v .. t< 

Asuneii ol opinions among media 
men and reps has revealed at 
least 10 ways a buyer can improve 
his methods. 

si'onsok has compiled these sug- 
gestions to aid buyers looking for 
more clficiciit and ellcctive proce- 
dures. 

Agreed upon by both sides of the 
bujing-and-selling discussions are 
the following ideas, which should 
prove a helpful checking chart for 
advertisers, as well as a guide for 
media men. 

Hot availabilities. Don't sit on 
the buys. Fake hot availabilities 
before someone else takes them. 
Unfortunately, strong belief in this 
buying philosophy has no bearing 
on buyers' procrastination, lie of- 
ten lias to wait for othci availabil- 
ities from othei reps or stations. 

'I his problem causes both sides 
irritation. The rep, while anxious 



. 3 

to please the buyei and have his 
information on time, often feels it 
is better lo be late, because, oddly 
enough, lie is penalized for being 
on lime. When the buyer waits, 
the last avails are the freshest and 
most accurate while the first ones 
may be completely out of date. If 
this happens, it means the first 
availabilities turned in may be jet- 
tisoned, or the rep handling them 
has to go through the work all over 
again. The answer is to sei a due- 
date for reps and stick with it, buy- 
ers say. 

Hold that date. If the buyer or 
(lieni lias a reputation for buying 
when he says he will, the reps will 
respect it and get the work in on 
lime, even if it means taking the 
material to the agency in person. 
There is nothing moie embarrass- 
ing, one rep commented, than ex- 
plaining to your boss that a sta- 



tion was not used in a campal 
because the avails weren't su 
milted to ilie buyer on lime. 

Given a reasonable amount | 
time and a firm due-date, there 
no reason why avails can't be reac 
on lime for the buyer lo make h 
decision with his superiors, win 
he savs he will, and have all tl 
up-to-date facis he needs at b' 
fingertips, buyers admit. 

Problem buys. To keep meel 
plans running at a steady pace, e 
pcrienced buyers recommend wor 
ing on problem markets first- 
those with special situations invol 
ing overlapping coverage, confli< 
ing audience composition, or a Ii ig 
c-p-in. 

While i lie rep is working on tl 
more routine buys, problems a 
be working themselves out so tl 
whole campaign can be ready 
i he same time. 

Stagger the buys. I he siagge 
ing of submission dales for reps Ci 
save frustration for both rep ar 
buyer. If 30 markets are under o 
serration for a spot tv campaig 
reps could do a belter job if fi" 
availabilities were due a day. Th 
is not because the rep cannot g 
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Studying special problems that may arise in a market 

Going over special situations in Connecticut tv spot buys arc Dec Dcinirjian. tiincbuyer at Benton & Howies, and Hob 
Lamkin, account executive at Harrington, Rightcr k Parsons. Often a tcp gives the buyer new insight into the market 



the material to the buyer all on one 
day if given enough time, but the 
buyer cannot possibly act on them 
all, and each day of waiting means 
.the rep report is less useful. 

This system not only would re- 
lieve pressure on both buyer and 
station representative, but keep all 
[availabilities current. 

Buy early. No need telling any- 
one that some of the hottest and 
biggest shows have been gobbled up 
by astute advertisers while com- 
petitors for the time were ponder- 
ing the buys in conference rooms. 

In the business of timebuying, 
hesitation can mean frustration and 
lost money; if the buyer can exert 
any influence on the campaign 
schedule he should take his assign- 
ment and get to the station market 
as soon as possible. 

Whether through planning or 
chance, reps claim Chicago agen- 
cies as a group beat large New York 



agencies to some of the biggest and 
best buys last fall by some two 
weeks. 

Early ran mean days as well as 
weeks when the buying season 
reaches its height. Thus, many 
reps would like the buyers to have 
more responsibility to choose and 
make firm decisions quickly. And 
if astute buyers had this opportu- 
nity it might add to the value, pay, 
and enthusiasm of the timebuyer 
and make timebuying more sought- 
after as a permanent job. 

The fast turnover of buyers 
makes it difficult for reps and buy- 
ers to make the best buys as effi- 
ciently as possible. Many do not 
understand the problems in cer- 
tain markets and therefore rely 
heavily on the c-p-m crutch. More 
responsibility in making buying 
decisions might mean better train- 
ing, better buyers, better rep rela- 
tions, and faster and more qualita- 



tive buys, reps claim. 

By being able to buy quickly, the 
best availabilities can be obtained 
for the client and the buyer may 
not have to settle for third or 
fourth best. 

Harness cost-per-1,000. Wor- 
shipping at the altar of the cost- 
per-1,000 inhibits efficient buying, 
reps claim. But with mass buying 
in short periods it is a common 
agreement among buyers that it is 
the safest way when in doubt. 

The following should also be 
weighed: 

1. Overlapping tv coverage in 
the markets being bought. 

2. Homes reached outside the 
metro area, as well as homes with- 
in the metro area. 

3. Sales of the individual prod- 
uct in the market or station area. 

4. Ratings of programs available 
on each station. 

f). Media competition in the 
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markets under consideration. 

G. Prestige and reliability of the 
stations in question. 

Reps consider a good thnebuyer 
one that uses his judgment when 
necessary even when it transcends 
the rules set up for him. lie should 
not he afraid to stand up for what 
he believes even though the cost- 
per- 1 ,0(1(1 may be against him. In 
many markets different sets of con- 
siderations prevail. It is the very 
advantage of spot buying that en- 
ables the media man to study these 
considerations. In these cases, the 



reps wish the buyers would do less 
talking and more listening. 

"The thnebuyer is often pegged 
to the c-p-ii) philosophy and we 
have to follow it, but with great 
reluctance," says one spot tv repre- 
sentative, "However, most buyers 
aie overworked and too much is 
demanded of them. They cannot be 
expected to be as accurate and 
clhcicnt as possible. In their posi- 
tion shortcuts are often understand- 
able." 

Efficient system. Because thcie is 
often so much to do in so little 



Buyers and reps offer 10 tips on 
buying spot tv more effectively 

1. Don't sit on buys. Take the hot availabilities before some- 
one else snatches them. 

2. Set a due-date for reps on availabilities and stick with it. 

3. Work on problem markets first, so the information will be 
ready along with that of less-difficult markets. 



4. Stagger the buying so the rep can give availabilities on 
time and buying decisions can be made more quickly. 



5. Buy early so that availabilities can be purchased in the 
best interests of the client. 



Don't lean on cost-per- 1,000. Use judgment when needed. 



7. Design an efficient system for multi-station buys, but one 
that can be deviated from when necessary. 



3. Use station rep buying plans which offer special dis- 
counts when possible. 



9. Consider excellent availabilities in 10s and 20s, instead 
of taking third or fourth buys in minutes. 



10. Try to have as much contact with station people as 
time allows, in order to better understand the markets. 



time, olcltiiners in the buying fielc 
have often established systems fo 
the top 50 or 100 markets. Soin< 
choose market size or the alphabe 
lor the Inst criterion and deviati 
from there. Others c hoose cost-pei 
1.000, but only as the first guide' 
rule — any station buy should vio 
late the formula when it appear 
mei iu (1. 

Some system is needed, however 
buyers and reps concur. Wheri 
avails on 50 or 100 markets conic 
in at once it is physically inipossi 
blc to go through the materia 
without a system, and the more 
time that passes the more out-data 
the material gets. 

Buying plans. Some buyers rec. 
onmicnd taking advantage of sta 
tion representatives' buying plan; 
when possible. These plans offei 
discounts based on frequency oi 
dollar volume, depending on the 
stations. Such plant could offei 1 
great savings when the buyer has 
a limited budget. 

Representatives believe they can 
be a greater help in offering the 
best availabilities for the client il 
the buyer reveals what he's bought 
in the competition and how much 
nionev is available for the cam- 
paign. In this way the rep can of- 
fer important suggestions on im- 
proving the campaign schedule as 
a whole and planning more intelli- 
gent buys. 

Consider 10s and 20s. Minute 
buys are as popular as chocolate 
ice cream with kids, and lapped up 
just as fast. Minutes on major pro- 
grams are difficult to secure unless 
buying is clone early. Reps feel 
that when a relatively poor min- 
ute is the onlv choice available, 
the buyer should consider the ex- 
cellent IDs and 20s open. 

The IPs and 20s may be limited 
in the overall buy. but if the buyer 
feels strongly enough he should fol- 
low his convictions and take them 
back to the client. Buyers are re- 
luctant to go to the client and rec- 
ommend a change in polity even 
when they believe in it. Although 
they may maintain the respect of 
the reps they may lose an account. 

Reps also would like buyers to 
consider the good daytime minutes 
(Please turn to page 49) 
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Y&R's 'field hands 7 hoe media row 



New Field Services Div. aids clients, agency 
Information sent direct from markets 
Data swells agency's media files 



Since August Hlti'i, from four to 
nine media men from Young 
& Rubicam have been spot checking 
cities throughout the country in a 
new effort to find out everything 
possible about the nation's markets 
and advertising media which serve 
them. 

Called I he Field Services Divi- 
sion, this unit acts as a service arm 
of the agency's media relations and 
planning department, and, essen- 
tially, fulfills a fourfold need: 

1. Transmitting up-to-date mar- 
ket/media reports which benefit 
media people and therefore clients. 

2. Providing Y&R's media and 
other departments with useful in- 
formation. 

3. Further training younger men 
toward more responsible jobs with- 
in the agency. 

4. Cementing relationships for 
the agency with local media. 

Cover all media. The FSI), 
which covers radio, tv, print, out- 
door, car cards and all other local 
media, is headed up by Thomas J. 
Lynch as associate media director 
reporting to Warren Bahr and 
Joseph St. Georges, senior media 
directors. 

Working as supervisors in the 
FSI) are Raymond E. Jones, Jr., 
and John I. Hembre, formerly with 
National Outdoor Advertising 
Bureau as vice president in charge 
of NOAB field services. 

Assisting Lynch, Jones and Hem- 
bre, who work in the field as well 
as in the New York office, are from 
two to six agency personnel who, 
in this way, are being trained for a 
media buyer's job. From time to 
time, buyers from Y&R offices in 
Chicago, Los Angeles, Detroit, and 
San Francisco also are called upon 
to assist in the field work. 



FSD job description. These 
media men in the field, or FSDs, 
are sent out to a market by Y&R 
not only to gather facts, but to 
explain t he function of the FSD at 
agency and client meetings, to in- 
terpret the media program of a 
client to sales and distribution 
personnel, antl to provide assist- 
ance, upon request, to clients in 
the area of local merchandising. 

One thing FSDs do not do is pur- 
chase from the field without prior 
approval; all buying is done by the 
assigned media buyers within the 
various Y&R offices. 

An FSD receives his assignment 
from Lynch, who generally requests 
specific information for a client or 
a thorough survey of a market, not 
necessarily a large market. 

However, according to Lynch, 
the number of activities in which 
FSDs become involved in following 
through on their assignments is 
almost limitless. 

Out in the field. For instance, 
one job may require information 
of the scheduling of a client's com- 
mercials on a radio or television 
station; that is, whether they are 
being aired punctually, completely, 
or properly, or whether the sur- 
rounding programing is beneficial 
or detrimental. 

Another typical assignment calls 
for a study of suburban newspapers 
in order to determine their value in 
media programing. 

Another object is to gather infor- 
mation on placement of outdoor 
boards in conjunction with the 
NOAB field staff; whether they are 
placed as ordered; whether they 
may be placed to better advantage, 
or what the potential of outdoor 
showings is in a specific area. 

Still another assignment will 



send an FSI) on a round of < alls to 
retailers who sell a (lient's piod- 
luts in order lo advi.se tlieui ol the 
( lient's media program and how it 
is being merchandised throughout 
I lie market. Through this retailer 
contact, information on the move- 
ment ol a client's merchandise as 
well as the competition is usually 
determined. 

Filling in the blanks. When sent 
to cover a market — and the local 
media ill it — an FSD is well sup- 
plied with instructions from the 
New York oilice, a long list ol 
guides to be followed, and the use 
of a Field Service Manual as he 
goes along. 

After a trip, die full report is 
sent to Lynch who channels the 
data into the media department or 
any other YX:R department which 
will benefit from it. 

"For example," Lynch explained, 




Heading up new media arm 

Thomas |. Lynch, assoc. media dir., 
funnels Field Services Division data 
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"a media buyer may be interested 
in the merchandising aspects ol an 
account; what the shelf talkers for 
a certain product look like and 
haw they are plated in a given 
market. In the same area of mer- 
chandising, the field men may he 
requested to (heck shelf facings, 
competitive piking and condition 
of product on the shelves. Full re- 
ports of this type of activity are 
sent to our merchandising depart- 
ment as well as the media buyer 
who is interested in it. 

" Another thing we ask an FS1) to 
keep his eye open for," Lynch went 
on, "is good local programing. If 




there has been a noticeable change 
for the better on a woman's show, 
kid's show, mm show or sports' 
show, we would like to know as 
much about it as possible — the sta- 
tion, time of day, personality, for- 
mat, length, etc. These things al- 
ways come in handy. In this way, 
the FSI) help* in the buying func- 
tion, although he doesn't directly 
buy. Also, the fate-to-face contact 
and rapport with advertising man- 
agers, station managers, and gener- 
al managers is beneficial all around. 

"Our men in the field are also 
in daily contact with sales people 
— from all media, as well as from 




advertisers and retailers — and oth- 
er local representatives, including 
brokers. 

"The FSD.s serve very much as 
reporters — making sure that every 
bit of information about media and 
the markets is thoroughly reported. 

"Tlie demands on a man in the 
field," Lynch said, "are many and 
recpiire people with confidence and 
a sound working knowledge of ad- 
vertising. 

"At one time, we used beginners 
in some of these functions, but now 
we use intermediate people who 
have had basic training for a time 
in various service units of the media 
department, such as research, sta- 
tistical, estimating or traffic — all 
leeders for the buying function. 
Most of these people have previous 
training in business, either with 
advertising agencies or manufac- 
turers. 

"Then," Lynch continued, "de- 
pending upon a man's ability and 
the needs of the media accounts di- 
visions, these people become media 
buyers." 

Such development proved im- 
practical in the earlier program in 
which media trainees were taken 
from the mail room, for example, 
and given a course in outdoor. 
They were then called "outdoor 
reps," but, being green to all me- 
dia, their first exposure to outdoor 
was much less than satisfactory and 
the program was quickly dissolved. 

Local media helpful. The work 
of the FSDs is invaluable in keep- 
ing the agency abreast of changes 
in the markets. The studies show 
the kind of building construction 
going on: what the commuting 
times and facilities are: what ethnic 
groups predominate in a market; 
the number of private homes, ad 
infinitum. In one study, Y&R 
found that a basically manufactur- 
ing town had changed over the 
years to a servicing function. 

"Much of the success of the pro- 
gram," Lynch said, "is due to the 
fact that the personnel involved in 
the local media in the markets 
where studies have been made have 
been as cooperative as you could 
possibly expect." ^ 





Execs and supervisors guiding Field Services Division 

Aiding Y&R's FSI) set-up arc: (top 1-r) Joseph Si. Georges and Warren Rain, both 
senior media directors at the agency. (Bottom 1-r) John I. Hembrc, 
outdoor and tiansportation, and Raymond E. Jones, Jr., supervisor, r 



supervisor, 
idio and tv 
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Number of women who work has changed radically since 1920 



Percent 

of Women in 

Labor Force 



35% 



23% 




Proportion of 

Women in 

Total Labor Force 



33% 



20% 




1920 1940 NOW 



1920 1940 NOW 



Marital Status 
of Women in 
Labor Force 

61% 



Married 
36% 




1920 1940 1959 



The rising number <>i women who work is indicated above. Abo, proportion ol married women has doubled since 1910, 
making it difficult for advertisers to reach this important consumer group. Figures provided by 1'. S. Dept. of Labor 



SPECIAL INDUSTRY REPORT NO. 5 



Women's products: a radio plan 



Advertisers to women face social changes 
More women work, are harder to reach 
Marketing affected by private label inroads 
Spot radio plan offers admen solutions 



Two fundamental evolutionary 
developments in the economic 
framework of the United States 
signal the need for marketers of 
mass consumer items directed to 
women to examine the very foun- 
dations of their marketing-adver- 
tising structure. 

These two changes have by and 
large escaped significant notice. 
However, manufacturers of women- 
appeal products — particularly 



household laundry products — must 
now take a hard, research-bolstered 
look at the advertising strategy de- 
signed to reach and sell the na- 
tion's women. Because of these 
fundamental changes in the econ- 
omy, the time-honored methods of 
advertising to women are no long- 
er the most efficient and must be 
re-evaluated. 

These changes are: 

1) Composition of the labor 



force — with a steadily increasing 
percentage of women, particularly 
married women with school-aged 
children. 

2) Increased competition from 
private-label brands. Their emer- 
gence as a marketing factor has 
engendered greater sales problems 
for the nationally advertised brands, 
which are usually higher priced 
than the supermarket chain's own 
brands. 

It is the conviction of many that 
efficient and well-planned use of 
spot radio will aid advertisers of 
women-appeal products in solving 
both problems: reaching the elu- 
sive, working housewife, and com- 
bating the threat from lower-priced, 
private labels. 
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To explore t lie changes a Meeting 
advertisers of these products, Mc- 
Gavren-Guild, Inc., representatives 
has prepared a study detailing the 
ailert of increased nninhers of 
working women on buying habits, 
and outlining the role thai spot 
radio can pla\ in adapting to these 
new patterns. Their findings are 
reproduced here so that they may 
be shared with advertisers and with 
those in the radio industry who 
have vital interest in such problems. 

The composition of the labor 
force today accents the married 
housewife with children. Further- 
more, the number of women who 



are in [lie labor lorce has increased 
more rapidly than the number of 
women in the population. 

More working wives. Today, al- 
most one out of three workers in 
the total l T . S. labor force is a 
woman. ()l these, more than (31% 
are married. 

Between 15)10 and 15)60, the 
number of women in the popula- 
tion increased by 13%; during the 
same period, the number of wom- 
en in the labor force went up 73%. 
To fuither show the added num- 
bers of women working in this 
countiy, here is the record between 
1920 and 1 *)(*(>; while women in 
the population increased 77%, 
women in the labor force rose by 
171%. 

I he percent of married women 
who work increased dramatically, 



too, as shown by these figures from 
the Department of Labor: in 1920, 
23% of all working women were 
married; in HMO, 36%; and in 
15)59, 61% (see chart page 11). 

At the same time, the propor- 
tion of married women who work 
has more than doubled from 15% 
to 31% between 1910 and 1959. 
The proportion of single women 
in the labor force dropped from 
48% in 1910 to 13% in 1959. Oth- 
ers, such as divorced women, wid- 
ows, advanced slightly from 36% 
to -11%. 

To epiote the l T . S. Department 
of Labor (bulletin #20) : 



"Although the average amount 
ol the wife's income available for 
family use is relatively small, the 
size ol her income is often a key 
factor in the family's standard of 
living. Today a large proportion 
of families with above average in- 
come owe their position in no 
small part to the wife's earnings. 
. . . The median percent of family 
income contributed by wives' earn- 
ings was 13% in these families 
($3,000-55,000) as compared with 
28%, in families in the $7,000 to 
$15,000 dan." 

Working mothers, between April 
1951 and March 1961 (the years of 
television's biggest growth) , the 
number of married women in the 
work force rose by 4 million to 13,3 
million, accounting for 45% of the 
total labor force increase. 



"The substantial labor force in- 
crease among older married wom- 
en was reflected in a large gain of 
about one million in the number r 
of working wives with no children ' 
under 18. However, the most strik- 
ing labor force increase for all mar- 
ried women in terms of the pres- 
ence and age of their children was 
among those with children of 
school age only (6-17 years), whose ' 
number rose by two million. 

"Among women with children of 
p re-school age, the increase was one 
million, or about the same as for i 
those without children under 18." 

Moreover, the Labor Department i 
goes on to say that while discus- 1 
sions of employment trends of mar- 
ried women have usually empha- 
sized part-time work rather than 
full-time work, married women ac- 
tually accounted for a greater pro- 
portion of the recent increase 1 
among full-time workers than 
among part-time workers. Further- 
more, relatively few married wom- 
en work in the recession-affected 
goods-producing industries. 

In March 1961, 71% of the mar- 
ried women with husband present 
who were working had full-time 
jobs. 

Reach and sell them? It there- 
fore becomes apparent that of the 
women who constitute the natural 
market for household launch) prod- 
ucts — married women, particularly 
young married women — significant 
and rapidly increasing percentages 
are employed and therefore out of 
their homes every clay. Naturally, 
l hey are not available during nor- 
mal "housewife time" to the atlver- 
i iser. 

How to reach and sell thein? 

"Dimension '62," a Pulse nation- 
al radio survey of March 1962, 
shows that more employed adult 
females listen to the radio at all 
times except the mid-day hours. 
(See chart, page 44.) 

Also heavy radio listening is as- 
sociated with higher family income, 
which is more and more associated 
with a working wife. 

Radio's advantages. Throughout 
the years that these fundamental 
changes have been occurring and 
gaining momentum, the advertisers 
of household laundry products have 
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Increase of working mothers in labor force 

Change, April 1951 to March 1961 



Number increase % of total increase 

Children under 18 1,170,000 28 

Children 6-17 only 2,019,000 48 

Children under 6 991,000 24 

Total 4,180,000 100 

Source: Special Labor Force lleporl 2r2<> 



N'uiuIh'I <>l married women with children, especially age 6-17, increased heavily 
in less ihan 10 years. Phis group is important because it consumes more goods 
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been emphasizing icltn rsuiu. 

It is ironic that pret isely I lie 
women such advertisers want — 
housewives with families and 
.money to spend — are leaving the 
home to work, and becoming moie 
elusive and difficult to reach. Fin- 
ther, because of their numerical 
importance, it is increasingly essen- 
tial to reach them. I>y the same 
token, since time is so important 
to these working women, they are 
likely to be more interested in mod- 
ern, time-saving products. P»y vir- 
tue of the fact that they work away 
from the home, their housekeeping 
activities are apt to be pel formed 
at different times than the so-called 
"typical" housewife who is presum- 
ably at honie most of the day. In 
fact, the "typical" housewife is in- 
creasinglv the working housewife. 

The working housewife necessar- 
ily shops at night or on weekends, 
not during the weekday. She, as 
well as the conventional housewife, 
can be reached via her car radio as 
she drives to the supermarket. She 
is likely to do considerable house- 
work, the laundry and so forth in 
the evening and weekends during 
which time she will be listening to 
the radio — which can advise her of 
products as she is doing the jobs for 
which they are intended. 

New technique developed. It is 
obvious that neither television — ■ 
nor even radio as it is convention- 
ally bought — can reach and sell 
this new breed of housewife that is 
looming ever more important to 
most of the largest advertisers. 

A new radio use technique, de- 
veloped by Claire R. Horn, re- 
search director of McGavren-Guild, 
and put into use only last week, by 
two major food advertisers, pro- 
vides a method of efficiently reach- 
ing today's housewife' working and 
unemployed. Called Systematic Ro- 
tation (SRO) , it is based on the 
relationship between a station's to- 
tal weekly cumulative audience and 
its average quarter-hour rating, and 
scientifically determines the most 
efficient minimum number of an- 
nouncements to be used in a week 
to reach the maximum unduplt- 
cated audience. 

With SRO scheduling, the ad- 
vertiser has available the maximum 
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Product categories that appeal to woman are affected 

With more women employed than ever before, and the encroachment of private 
brands on national business, advertisers with products such as these — soaps, 
furniture polishes, and quick-preparation foods — need to re-evaluate ad strategy 




Radio listening of employed women vs. unemployed womei 




6 am to 12 midnight Traffic Time Midday (9am -3pm) Night 

7:30-9 a.m. ( 6 pm- 12 midnight) 

'4-6 p.m. 

Figures above Ironi "Dimension '<i2," l'ulsc national radio survey taken in March 1902, indicate that more employed adu 
females listen to radio than unemployed female* at all times with the exception of the midday hours from 0 a.m. to 3 p.i: 



flexibility he needs to reach this ex- 
clusive growing market and, be- 
cause of radio's economy, with 
sufficient frequency to do the job. 

Contributing to the under-util- 
ization of radio's capabilities have 
been: 

1) concentration on quarter- 
Iiour ratings; 

2) lack of a simple approach to 
spot placement that would allow 
advertisers to realize maximum 
reach with radio and at the same 
time permit easy station traffic op- 
erations; 

3) lack of comprehensive audi- 
ence data for individual stations 
from which cumulative measure- 
ments for specific schedules can be 
made . . . data that incorporate all 
of the many different forms that 
radio listening takes today. 

■1) emphasis on strip buying, 
limited to weekdays. 

SRO goes a long way toward 
solving the problem of how to 



iea<h radio station cumulative 
audiences efficiently. 

Minimizes duplication. Since 
SRO is unrelated to personal list- 
ening habit patterns, it minimizes 
both horizontal and vertical audi- 
ence duplication. The number of 
cinnulaiive homes delivered by sta- 
tion is maximized while a mini- 
mum number of announcements is 
used. This maximum unduplicated 
(ire illation is available at the most 
efficient cost level. 

Since SRO utilizes the entire 
broadcast program range — all time 
periods and all days of the week — 
it reaches not only the housewife 
who is at home but also the now 
super-important, and more elusive, 
working housewife. 

Another plus of SRO is that it 
efficiently readies housewives in 
those sections of the country where 
outdoor living is an important year- 
round factor, such as California, 
Florida, and the Southwest — all 



rapidly-growing areas. 

The working houswife is the pei 
son whose extra income and re? 
need for confidence in the effective 
uess of produc ts she uses — becaus 
of greater pressure of time in he 
busy schedule — is more likely t 
be sold on a nationally advertise 
product — despite price differentia 
This is a real factor in the loomin 
battle against private brands. 

Private brands are becoming a 
ever more important factor in th 
merchandising of mass consume 
items, particularly those sold i 
supermarkets. Most of the privat 
brands, of course, are put out b 
the supermarket chains, and thei 
advance continues in items rangin 
from fluoride tooth paste to bar 
sprays to licpior to gourmet food: 
N T o category seems to be exernp 
At the present time brand name 
are under extreme pressure fror 
private brands. 
Private label threat. It is nor 
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thoroughly known thai local labels 
outnumber national in chain-super- 
market sold products in 12 key met- 
ropolitan centers. According to the 
13ih annual Sci ipps-I Ioward groc- 
ery product distribution survey, of 
the 5,(>9'J brand name products 
found in chain supermarkets of the 
12 centers, 58% of these brands are 
sold in supermarkets in only one 
city. 

Private brands have been suc- 
cessful even in such an unlikely 
field as cigarettes. A private cig- 
arette label put out by the Shop- 
Rite chain in New York, New Jer- 
sey, Connecticut and Delaware has 
accounted for 8% of the Shop-Rite 
cigarette sales since its debut. The 
interest of other supermarkets has 
been whetted with this evidence of 
success. 

The threat of private brands 
rims deeper than the idea that they 
provide higher markup and in- 
creased profits. Actually, in certain 
cases the reverse is true. However, 
many stores use them to develop 
customer loyalty and create store 
identity. Rut it is true that the 
selling price is invariably less. 

It is estimated that at present 
private labels account for 30% of 
dry-groceries volume in supermar- 
kets. 

Through adroit combinations of 
stations in a market, SRO offers 
both reach and the needed fre- 
quency, at the most efficient cost 
levels radio can offer. Note that 
this is talking about weekly fre- 
quency — and tv is usually evaluated 
in terms of monthly frequency. 

Recause of SRO's flexibility, ra- 
dio can reach housewives while 
they are doing their laundry as well 
as while they are preparing their 
shopping lists and on the way to 
buy. 

Expert radio copy — that is copy 
which is directed to the housewives' 
needs, wants, and interests — is of 
course, essential. 

Above all, radio has a solid his- 
tory of success in selling to women, 
and with SRO the medium offers 
advertisers the reach and frequency 
they need to sell effectively in to- 
day's market place. f» 




Radio aids women-appeal products 



A program to effectively 
reach the working housewife — 
a factor in today's marketing 
— was developed by McGavrcn- 
Gnild, Inc., under Claire I lorn, 
director of research. 

I lore Daren F. McGavren, 
president, explains the ap- 
proach his company developed 
in solving the marketing prob- 
lem of mass consumer products. 



Radio can best sell the working wife 

When many major national companies began to de- 
crease their radio budgets they thought they were taking 
a marketing step that was inevitable and natural and right. 
Television offered excitement and appeal and a vast view- 
ing audience. Those of us in radio were saddened by the 
fact that so many budgets were diverted from our medium. 
We felt then and feel even more strongly now— particularly 
because of the significant and growing number of working 
housewives— that effective selling of nationally advertised 
products purchased and used by women must involve 
greater use of radio. 

But radio has changed and is no longer a program me- 
dium, in the sense that television is, but rather a "total" 
station entity, with each station having its selective audi- 
ence. Nonetheless, advertisers have continued to evaluate 
radio in terms of quarter-hour ratings as though it were a 
program medium. This kind of evaluation leads to a con- 
clusion we now know is false, namely that to buy a radio 
station's circulation involves a very heavy expenditure. 

The solution was to find an economical and feasible key 
to reach radio's circulation, including the difficult-to-reach 
working housewife. With the development of SRO by Claire 
Horn, we feel that we have made a major breakthrough by 
providing advertisers a means of accomplishing this goal. 

Furthermore, it is easier to administer at the station 
level and simplifies buying. SRO also contributes to eas- 
ing pressure on time periods currently in heavy demand 
by buyers, thus enhancing announcement impact. SRO 
buys on adroit combinations of stations in a market make 
it possible for radio to deliver both the necessary fre- 
quency and maximum reach at advantageous cost level— 
which are but a fraction of television costs. It is time for 
serious evaluation of radio's role in media mix decision. 



SPONSOR/H January 1963 



45 



H 



A 



ft 



T 



F 



D 



PROUDLY 
PROCLAIMS 



Centronic 
Program 

System 

A Development of 
Central Broadcast 
Corporation 

WPOP 

Phil Zoppi Irv Schwartz 

V.P. & Gen. Mgr. Mgt. Conslt. 

Adam Young, Inc. 
Mid-West Time Sales 



TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



From the way desks arc being shoved about in the media depart- 
inciit of MtCann-Ei itkson's New Vork office, you can tell the holiday 
recess is all over. The reshuffling sounds? The agency is scrapping 
its present media operational set-up and is going hack to its former 
group plan. The result — aside from the desk moving: a lot ol accounts 
will he (hanging hands and some buyers will he sporting new titles. 
1'iisi word has it that Nabisco buyer Joe Kilian has been tipped to 
an assistant supervisory capacity. 

In other agency action: At JJBDO (New Vork), associate media 
director Ed kohler is about to seat himself at a new desk as assistant 
to Mike Donovan, the agency's v. p. and media manager. Ed's old 
place will be taken over by Mai Oakes, who's traveling all the way 
from Mc Cann-Erickson's Minneapolis office to do so. 

Speaking of replacements: The accounts left orphaned by Chris 
Russell at Voting & Rubicam (Xew Vork) when he quit the buying 
game to take over as station manager of WERI, Providence, R. I., 
a couple of weeks back, will be hanclh d by Hob Colgan. Bob is a 
graduate of the V&rR media trainee course. 




Timebuying defector in his new habitat 

Former Bates Colgate buyer. Jack Flynn (1), who switched to selling by join- 
ine \dvcrtisiii!» I hue Sales, X. V., recently, is shown here with new Ixjss fim 
McMamis (r), v. p. for tv, ATS, and John Francis (c), also of the ATS staff 

Promotion dept.: Mc Cann-Mai sc balk's (Xew Vork) Kathy Noble 
has been promoted to associate media director. She was broadcast 
snpei visor in charge of all timebuying there. 

And in die agency-hopping dept.: Lennen & Newel l's (New Vork) 
Mike Widener switched to Dancer-Fiugcrald-Saniple (New Vork) . . . 
Lvnn I laker's (Xew Vork) Mary Lavis Carlson starts this week as a 

(Please turn to page 48) 



4(i 



SPONSOR/14 January 1963 



YOUNG AGENCIES 

(Continued from page 33) 

Iv.p. Dr. Myron J. Helfgott, lorin- 
Icrly president of the Package Re- 
Iscarch Institute. He also spent 
I some productive years as research 
I director for David Ogilvy. Peter 
I Grove Weinberg, v.])., is a market- 
ling man of rare talent, according 
I to industry leaders. lie cut his 
[eye leeth in I lie electronics and 
Ihardgoods business and later swung 
I from this area, "very capably," 
I Greenland observed, into the food 
I area. Douglas Warren, v. p., cainc 
I to the agency in 1959. He was 
I formerly ad director for a client, 
[Seabrook Farms. Murray Platte is 
Iv.p. and general manager, Murray 
I Klein, v.p. and copy chief who 
I learned what it took to sell under 

the tutelage of Bernicc Fit/gibbons. 
I Lou Musachio is the executive art 
[director. He joined the agency 

about 10 months ago. Beryl Seid- 
lenberg is media director, formerly 
[with Kastor Hilton, and considered 
[nn experienced, analytical media 
1 expert. 

"The biggest share of the growth 
of our billings hails from the in- 
creased budgets from clients based 

[against their increased sales," 
Greenland declared. "That's the 
healthiest way. It also attracts new 

I business." 

Creativity in the South. Vivid 
proof that all creativity is not 
bottled up in such areas as Madison 
Avenue can be seen by any prober 
who happens to poke his nose into 
the bustling Henderson Advertis- 
ing Agency in Greenville, S. C. The 
agency has been billing over $6 
million and its present goal is to 
double billings within three years. 
According to those in the know, 
the wish should be fulfilled before 
that time. The agency was launched 
in 1916. Two years ago Jim Hen- 

jderson acquired the Ayer and Gil- 
lett Agency in Charlotte, N. C. 
Henderson heads up the agency; 

'Howard K. Mclntyre is executive 
v.p. The agency's philosophy is "to 
be bold, be imaginative, be first." 
Henderson believes that "creativity 
must be our most important func- 
tion." Moreover, the agency recruits 
only top people and every key job- 
holder is a marketing man — "first, 
last and always." Henderson re- 
gards tv as a superb medium for 
packaged goods. Henderson also 



feels there'll he more agencies like 
his springing up across the country. 

"1 believe that the next few 
years advertisers will come to rca- 
li/c more and more that not all the 
imagination and creativity stem 
from New York," Henderson said. 
"Already the creative people arc 
beginning to spread out across the 
country. Many arc looking for 
more compatible surroundings, less 
rarefied working atmospheres than 
the concrete city canyon." I [ender- 
son execs have no trouble getting 
to their clients or checking mark- 
ets in a hurry. They lly here and 
there in a twin-engine Acro-Coin- 
niandcr with a full-time pilot at 
their command. 

Individual to the core. Hockaday 
Associates is another agency that 
commands considerable respect, in 
the opinion of those polled by 
sponsor. It has been billing around 
56 million. Margaret Hockaday is 
chairman of the board; Alvin 
Chereskin, president; Zimi Rosten, 
overall copy chief. Miss Hockaday 
spent five years at Marshall Field 
and then worked on Vogue as well 
as Holiday. She believes that ad- 
vertising must have an ingredient 
or idea of such personality that it 
belongs inescapably to the client's 
product. Everything Hockaday does 
appears individual to the core, ac- 
cording to the experts, be it I lealth- 
tex (Standard Romper clothes for 
children) , Adler socks, Grant's 
Scotch, or Dunbar Furniture. Says 
Miss Hockaday: "In all good ad- 
vertising today the twain must 
meet. No consumer is at the bot- 
tom of the market for long and 
who's in the middle wants every- 
thing at the top — motorboats to 
mink. Even if you're not the best, 
you have to act that way." 

Females, also both attractive and 
aggressive, run the Trahey/Catlwell 
Agency. The agency, which bills 
more than SI million, was started 
three and ;i half years ago. At first 
the agency had small fashion ac- 
counts but soon extended itself into 
cosmetics, perfumes, fabrics and 
other allied industries. Jane Tra- 
hey, founder and president, said: 
"My one goal for the past year was 
to divert some of our talents into 
fields which are allied to women 
but not necessarily to fashion, such 
as food, beverages — you can see 
the paper products division of 



Wcverhacnser (a small but fasci- 
nating path to loocl makers) is one- 
step we've made." 

Praukic Cadvvcll, Miss Traht-y's 
partner, lias been a partner since 
the beginning of the agency. Both 
of ihein previously worked ;it the 
house agency of Kayser Roth. Hal 
Davis is v.p. and senior art cli 
rector. "I would say we all like 
v isual advertising with a kick; both 
Miss Gadwell and I try our clarnd- 
est to sell it, and thank heaven 
most of the time we do," Miss Tra- 
hcy said. Davis was at Server prior 
to his joining the agency, "lie's 
got enough art director awards to 
bunt, and occasionally, he lights 
his cigar with one," Miss Trahey 
smiled. 

Before working for Kayser Roth, 
Miss Trahey did sales promotion 
for eight years for Nieiiian-Marcus. 
"That's crackerjack boot training 
for any client-agency relationship," 
she observed. As for advertising, 
it is a bit like teaching, she philos- 
ophized, l>ecausc so much material 
has to be explained and fed to a 
client and to a reader. "Some teach- 
ers make the subject matter fasci- 
nating, and you remember them as 
well today as you did when you 
were in school — some teachers read 
from yellowed notes and were just 
plain cream of wheat," she ob- 
served. "Advertising isn't too dif- 
ferent." 

Tasteful creativity. DeGarmo 
billed about S3 million in 1962. 
The agency was founded by Louis 
dcGarmo in 1919. When the 
founder died, the son, John de- 
Garmo, took over. Elliott N'onas 
joined the agency in 1959 as v.p. 
and became executive v.p. in 1960. 
The agency says it believes that 
there is no such thing as hard or 
soft sell. "All ads must be commer- 
cial," an agency spokesman said. 
"If we have properly defined the 
problem and its solution, the ap- 
plication of tasteful, exciting, eye- 
catching art and copy will result 
in a greater sell than if these same 
selling points were made prosaic- 
ally. Tasteful creativity, we say, 
is the most profitable policy." 

DeGarmo clients include Ameri- 
can Rolex Watch, Republic Avia- 
tion, Youngs Rubber, Olympic Ail- 
ways, Irish Tourist Office, Groliei, 
Inc., Peerless Photo Products, and 
C. R. Gibson Co. ^ 
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■^fesC^'is not all 
we offer. . . 

• personal attention 
• effective merchandising 
>i •value-plus rate plans 




ThaYtanooga 

CALL w ADVERTISING TIME BALES IMC 



NOW! 



The MMARK 

OF Q UALITY RADIO IN 

CENTRAL 
NEW YORK 




Top personalities, 
top programming, top 
facilities and top manage- 
ment combine to insure adver- 
tisers a really effective selling job 
in WSYR's 1 8-county service area. 
WSYR's big margin of superiority 
is confirmed by all recognized 
market coverage studies. 



Hci>r!'«-ntc<t Nationally l>y 
THE HENRY I. CHSISUL CO., INC. 

New York • Boston • Chicago 
Detroit • San Francisco 




TIMEBUYER'S 
CORNER 



Continued 



buyer at Fuller k Smiih >c Ross (New York). Mary, whose husband, I 
Frank Carlson, is a salesman in the radio division of Avery-Knodel, > 
worked in the production department and also did sonic buying at J 
Lynn Baker, The full-time buying chores she'll be taking on at | 
FSrSfcK make her — and Frank — quite eligible to join the timcbuying { 
broadcast spouse club. 

If you're keeping a list of spouses involved in timebuying-bmadcasi 
sales, you might jot down these Chicago names: Evelyn Ariel!, buyer 
on W'rigley at Arthur MeyerhofT, and husband, Charles Ariel), a CBS 
radio network salesman . . . \\u\, until just recently also of MeyerhofT, 
timebnyer Donna Hanson Zapato, who left the agency business be- 
cause ol approaching motherhood, is married to Dick Zapato of Hol- 
lingbeiy's Chicago ofhee. 

The Corner pays its respects 
I his week 10 Kuclner's (New. 
York) chief radio/tv buyer, 
Maria Carayas. Maria, who 
started the New Year oil in 
the right direction by cop- 
ping kudos from Broadcast 
Time Sales with the rep 
linn's Timebnyer Award, is, 
a gal with a diversified back-i 
ground in buying skills. Now 
buying on such accounts a:' 
Fisher Body division of Gen- 
eral Motors, Sylvan ia and 
Goodyear, Maria came tc 
Kudncr well endowed witl 
buying experience. She start 
ed her career at Roy S. Dur 
siinc where she wasted nc 
time moving up to head buy 
er. From there she went tc 
Hilton 8c Riggio, and later, tc 
Maxon where die became one of the fust buyers to try out field buying 
for the Gillette account. This latter training Maria considers an in 
valuable asset. "It's the perfect way," she comments, "to accpiire, firs, 
hand, a good working insight into the markets you're buying." Maria 
whose blonde beaui\ adds an aura of incongruity to her capability a: 
a buyer, boasts also a wealth of experience in political buying. / 
native New Yorker. Maria delights in her work and spends most of he 
free time "talking advertising" with colleagues in the business. Th> 
few moments when she isn't thus engaged, she indulges in her othe 
favorite pastimes— skiing or playing bridge. The Kuclner buyer ha 
some pretty strong feelings about how to get along in advertising: shi 
believes that die only wa> to do a good job in this dog-eat-dog busines 
is to get along with other people. "A good working relationship," shi 
says, "is based on complete rapport and understanding — not only witl 
leps. bin with your own agency people." Obviously Maria practice 
what she preaches because she's tpiick to credit her love for her worl 
10 "all die great people 1 work with here at Kuclner." ^ 




Maria Carayas 



48 



SPONSOR/ 14 January 196 



HYING HINTS 

Continued from page 38) 

Mailable, instead of taking third 
[- fourtli buys in nighttime. 

Personal contact. There are al- 
kys some things to be explained 
pout a station that does not show 
L> in Standard Rate and Data, and 
ghs plead for more personal con- 
:ct with buyers to explain them. 

Buyers claim there is no better 
lay to learn about markets than 
learing reps and station people 
!om competing stations tell the 
ory. It's the only way to learn 
lore about the business, as well as 
adividual markets, buyers think. 

Many of the suggestions given 
ere well-known and some little- 
nown, but reps claim and media 
len confess that most of them are 
ot taken advantage of — often be- 
uise multi-market buying leaves 
ttle time for considerable thought 
n methodology. ^ 



55/FIFTH 

Continued from page 20) 
pe island, Mao called him a cow- 
l rd. For a while, China's closest 
pend, Albania, was used as Pei- 
iing's sounding board. However, 
o one doubted the real source of 
!he criticism, and China soon be- 
an attacking the Kremlin directly. 

Khrushchev answered China's 
buse by posing as world peace- 
aaker in the Cuban crisis. He 
ountered Peiping's charges that 
he USSR bowed low before the 
Vmerican "paper tiger" by remind- 
ng Mao that the tiger "has nuclear 
eeth." Khrushchev also rallied the 
npport of the satellite countries to 
lis cause. Gomulka of Poland, 
vadar of Hungary, and Novotny of 
Czechoslovakia were summoned to 
Moscow for "conferences." 

The reinstatement of the former 
Cremlin whipping boy Josip liroz 
Tito of Yugoslavia has been 
Khrushchev's most significant slap 
it the Red Chinese. Tito's visit 
o the Soviet Union and the treat- 
nent accorded him there is being 
aken by the Chinese as further 
jrovocation and as proof that 
Khrushchev has sold himself to the 
mperialists. 

' As for Communist Parties in 
other parts of the world, Khrush- 
rhev's "coexistence" is winning 
Tiore supporters than Mao's "war 
s inevitable" policy. The Italian 



CP, largest in membership outside 
Communist territory, has denounc- 
ed China. The French Commu- 
nists have scored Mao's "incompre- 
hensible and dangerous attitude." 
After China's attack on India, the 
Indian Communists have backed 
Nehru. And, as a result of Presi- 
dent Kennedy's strong stand on 
Cuba, Latin American Communists 
have had serious doubts about the 
possibility of support from either 
Khrushchev or Mao. 

For many years now, one of the 
thief objectives of the Communists 



has been lo separate ihe United 
Slates from our Allies. Apparently, 
now "their own chit kens are com- 
ing home to roost," due I believe; 
to two reasons: 1) oppression and 
unrest in the (.iptivc countries and 
2) the elle< liveness of Radio Free 
Europe, the Voice of America, and 
a few other nou-mililary but potent 
tools whith we are privileged lo 
have — thanks to the Anient au 
people. 

CHARLES H. CRUTCHFIELD, executive v.p., 
Jefferson Standard Broadcasting Co., Charlotte, 
N.C. 
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Pete Holland, of S.S.C.&B., joins the Tricorn Club 

How come? He's wise, that's how. Wise to the fact that North Carolina's 
No. 1 metropolitan market (in population, households and retail sales) is that 
combined three-city "tricorn" . . . Winston-Salem, Greensboro, and High 
Point. Want to join the Tricorn Club? You're probably eligible already, if 
you're also wise that North Carolina is the No. 12 state in population. And 
in the market upper crust today, my deah, one simply doesn't ignore the 
No. 1 market in the No. 12 state! And while you have your lorgnette out, 
remember WSJS Television is your best sales entree to all this Confederate 
money. so gtce u s. ce«u» 



TELEVISION 




WINSTON -SALEM / GREENSBORO /HIGH POINT 

Ted VanErk, of Peters-Griffin-Woodward. 'hats" Pete with Club symbol 
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FOCAL POINT 



A LONG-RANGE COMMITMENT TO THE USE OF RADIO & 
TELEVISION TO SPUR PUBLIC ACTION ON VITAL ISSUES 



Focal Point is a year-long project that attempts 
to harness the power of broadcasting to the 
forces at work on community and statewide 
issues and problems. The function of Focal 
Point is to overcome citizen apathy and to 
encourage action. 

Focal Point in Baltimore 

In Baltimore, on WJZ-TV, Focal Point is 
tackling the varied and complex problems of 
metropolitan expansion as they apply to edu- 
cation, transportation, urban renewal, police 
administration, roads and highways, and other 
areas. The project was started with a leadership 
conference, which included among its partici- 
pants Senator Harrison A. Williams, Jr., 
Federal Housing Administrator, Dr. Robert 
Weaver, FCC Commissioner, Frederick W. 

WBZ.WBZ-TV. BOSTON WINS. NEW YORK WJZ 
KDKA.KDKA-TV. PITTSBURGH WIND* CHICAGO 



Ford and former Mayor J. Harold Grady of 
Baltimore. 

Focal Point in Boston 

Most recently, in Boston, Focal Point is taking 
a penetrating look at the state, its government 
and its problems. The project began with three < 
90-minute forums given prime time on three 
successive week nights over WBZ-TV and 
Radio. Participants included Attorney General 
Robert Kennedy, Governor LeRoy Collins, 
Archibald MacLeish, Moderator Erwin D. 
Canham and Paul C. Reardon, Associate Jus- 
tice Supreme Judicial Court. 

Discussion areas— as related to govern-' 
ment— were "Morality" (can it be legislated?), 
"Modernization" (can statutory and constitu- 
tional law be changed to keep pace with the 

■TV. BALTIMORE KYW« KYW-TV . CLEVELAND 
WOWO .FORT WAYNE KPIX.SAN FRANCISCO 
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I times?), and "Manpower" (how can political 

I parties be revitalized?). 

Two audiences were involved: those 
present in New England Life Hall, where the 

[programs took place; listeners and viewers at 

(home (estimated at 500,000), including mem- 
bers of audience action groups. 

"New and Better Directions" 

These programs represent the kick-off to a 
year-long project, but already their effect is 
! being felt. Focal Point has fired the imagina- 
tions of critics, columnists, and viewers. "The 
phrase 'focal point' is likely to be one that 
Massachusetts citizens will remember for a 
long while ... it may mark the turning of a cor- 
ner that leads to new and better directions," 
said the Pilot, official organ of the Archdiocese 



of Boston. The Boston Herald called it ". . . the 
most interesting, but more important, informa- 
tive, program of a local nature ... this season." 

Its success ultimately will be measured by 
the public's involvement. In Baltimore and 
Boston, additional programs on specific issues 
of state and local significance are being con- 
templated. Other WBC stations are already 
applying the Focal Point concept in their par- 
ticular areas. 

The Power of Broadcasting 

The Westinghouse Broadcasting Company has 
long believed that the power of broadcasting 
can successfully be brought to bear in the 
practical area of community improvement as a 
constructive force in the solution of social and 
political problems. 



WESTINGHOUSE BROADCASTING COMPANY, INC. ®#® 
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SPONSOR-WEEK (continued) 

ADVERTISERS/AGENCIES 



Date set for commercials festival 



The year's best tv commercials 
will be sc recnetl in New York on 
2-1 May, the date set for the awards 
luncheon of the Fourth Annual 
American TV Commercials Fes- 
tival. Presentations in other cities 
will follow in May and |unc. 

Festival di ret tor Wallace A. Ross 
estimates the final selection will be 
mailt* from more than 1,300 entries 
(dosing date for which is 15 Feb- 
ruary) . 

General organization of the event 
is relatively um hanged. Last year's 
big innovation was the Mention of 
five regional councils to choose 
semi-finalists; with this accom- 
plished, Ross feels the 1903 task is 
to "consolidate the national status 
of the- projects." 

As in previous years, the council's 
chairman is John I'. Cunningham, 
(haii man ol the executive commit- 
tee of Cunningham & Walsh, flow- 
ever, the festival council will an- 
nounce the appointment of two 
vie e-c haii men in Marc h, One of 
these will assume control in HMH. 

All commercials broadcast in the 
U.S. and Canada between 1 March 
1!»G2 and 1 March 1903 arc eligible. 
They will compete in approximate- 
ly 10 produc t categories. There also 
may be special citations for out- 
standing ac hievemetit. 




Name wanted 

Amer. TV Commercials Festival is seek- 
ing name for its award statue (above), 
nominations should be sent to hdqtrs. 



Entries may be on cither film or 
videotape. Ross reports that discus- 
sions are still being held with lead- 
ing tape producers on (he problem 
of screening and projec tion methods 
for pri/ewinning (ape entries. (Op- 
tical projection on large-screen docs 
not reveal (he claimed visual su- 
periority of taped commercials. 
This led the major tape producers 
to protest at last year's festival.) 

The 1903 winner will again re- 



ceive a symbolic golden statuette, 
introduced last year. However, it's 
hoped that the emblem will have a 
suitable name this year. Nomina- 
tions are open, and among those al- 
ready received by the festival organ- 
izers are Telly, Addy, Mindy, lf)y, 
Wally, and l ad. 

As in earlier years, the fourth 
festival is being guided by a coun- 
cil of 135 prominent advertising ex- 
ecutives. These experts serve on 
five regional groups, which select 
semi-finalists in each product cate- 
gory. In the final judging, the over- 
all criterion is "based on the 
strength of (he sales message, visual 
and aural appeal, and technical 
skill . . . commercials so superior to 
the average that (hey may be set 
up as examples of what the adver- 
tising profession stands for and be- 
lieves in." 

In announcing the opening of 
the competition, director Ross last 
week said, "It is again our hope 
that the cooperative nature of the 
festival will continue to attract out- 
standing entries, talented people to 
judge them, and the broadest pos- 
sible range of advertising executives 
to see and be influenced by the ex- 
ceptional winners." 

Headquarters of the festival is at 
■10 K. 19 St., N. Y. 17. 



Tv is target in 
U.S. probe of aged 

The Senate Committee on Aging, 
which will spend three clays this 
week on hearings dealing with 
frauds, quackery and other schemes 
aimed at old people, is clue to put 
the spotlight on advertising in gen- 
eral and tv in particular. Sialfers 
who have collected data for the 
probe indicate much will be said 



about admen and ad media failing 
to police false advertising relating 
to the old. Also that some of the 
witnesses will assail tv advertising 
of nostrums. Among those lined 
up as witnesses are the National 
Better Business Bureau, AMA, the 
FTC, and the Consumers Union. 



GOP names Burnett 

It may not mean a lot in the 
long-range billings picture, but its 



selec tion as agency for the Republi- 
can National Committee is quite 
a feather in Leo Burnett's "image" 
cap. 

The GOl* elected to throw its 
account Burnett's way for a two- 
year period starting this month, 
thus including the 1964 Republican 
Convention. 

In addition to placement of all 
advertising — radio, tv and print — 
Burnett's extensive research and 
public relations resources become 
available to the national committee 
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as supplement to its own start ac- 
tivities. 

William E. Miller, national 
chairman, said the committee "was 
impressed with the grass roots phi- 
losophy," creative talent, and re- 
search strength of the Burnett or- 
ganization. 

Advertisers 

The charge of conspiring to re- 
strain trade and eliminate competi- 
tion through retail price fixing was 
leveled by the FTC against Revlon 
and five other companies. 

Helena Rubinstein was also 
cited, along with two other (os- 
metic companies and two lipstick 
con t a i 1 1 er m a n u f ac t u rers. 

The order, not final, to cease 
conspiracy to fix prices or condi- 
tions of the sale of lipstick con- 
tainers and refills, reverses an ini- 
tial decision filed last 28 February, 
which would have dismissed the 
original complaint of 16 June 1958. 

A gamble which paid off hand- 
somely for Colgate-Palmolive and 
agency Ted Bates was the rather 
unique launching of Soaky, a liquid 
hath soap for children. 

Introduced in January 1962, the 
item came from nowhere into a 
highly competitive market. In just 
a year it has not only taken over 
sales leadership, but quadrupled 
sales in the field, according to Col- 
gate. 

Most unusual aspect of the Soaky 
introduction was its plunge, via 
network and spot tv, into national 
distribution, unlike most new prod- 
ucts which travel the test market 
route. 

Both Colgate and Bates credit 
the unusual package with most of 
the product's success: the cartoon 
character bottle can be used as a 
toy long after the bath soap has 
gone clown the drain. 

"Ford Means Business": That's the 
theme of a new hard-hitting trade 
advertising campaign which will 
review the Philco consumer prod- 
ucts and merchandising accom- 
plishments since Ford Motor took 
over in December 1961. 

Ad groups ready '63 campaign: The 



Advertising Assn. of the West and 
the AFA will have as the theme of 
their joint 1963 program "Adver- 
tising is the Voice of Free Choice." 
Leaders of the National Advertis- 
ing Recognition campaign arc 
Peter Folger, of J. A. I'olger, San 
Francisco, and Douglas I.. Smith, 
of S. C. Johnson. 

The sound of music: Does more 
than soothe, it seems. Greyhound 
Corp. and agency Grey Advertis- 
ing, gambling on its selling qual- 
ities, have added music (four sing- 
ers and 13 music ians) to the slogan 
"Go Greyhound . . . and leave the 
drinving to us." 

News for scholars: A professional 
course in advertising copy will he 
offered in the Adult Education di- 
vision of Hunter College, New 
York, starting 19 February from 
7:30-9:10 p.m. The course will ex- 
amine the latest techniques of 
writing for tv, radio, and print. 

PEOPLE ON THE MOVE: Rich- 
ard A. Lipsey to director of mar- 
keting research for three consumer 
product divisions of Helcne Curtis 
Industries— Helene Curtis Products, 



KM Products and l.cinheri* . . . 
Mark L. Finch to director ol sales 
development for ilallmaik Caids 
. . . James J. Mahouey, general sales 
manager since 1958, to gionp piod- 
mts director of Miles Products; 
he'll he succeeded by William N. 
Sal ice . . . James V. Bavsett, presi- 
dent of the Borden Foods Co. divi- 
sion, to vice president of the par- 
tent company, succeeding Theo- 
dore O. Hofman ... A. Richard 
Dicbold to a direc tor of American 
Home Products . . . Paul L. Farber 
to director of adveitising of Mogcn 
David Wine . . . Stephen E. Upton 
to director of customer quality and 
services department at RCA Whirl- 
pool ... I). A. Laird to executive 
vice president of Borden's south- 
ern division . . . Frederick M. Hoar 
to manager of advertising and in- 
formation, RCA Electronic Data 
Processing . . . Robert P. Swan, vice- 
president for trade relations, has 
been elected to the management 
board of Personal Products Co., a 
division ol Johnson Johnson. 

Agencies 

Recent Washington regulatory in- 
terest in broadcast-market research 



EASTERN EXECS DISCUSS TV FLIGHT 




In preparation for its first big splash in network television sponsorship, two top 
Eastern Air Lines officials, Frank Sharpe (I), executive v.p. for sales & services, and 
Malcolm A. Maclntyre (c), pres., get together with Hugh Downs (r), host of NBC TV's 
"Today" show. Eastern's participations began last week, on a twice-weekly basis. The 
campaign centers on the carrier's pitch for winter vacations. Agency: Fletcher Richards 
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Check Pulse and Hooper . . check 
the results You don't have to be a 
Rhodes scholar to figure out why 
more national and local advertisers 
spend more dollars on WING than 
on any other Dayton station. WING 
delivers more audience and sales. 
Think BIG . . . buy WING! 

robert e. easlman & co., inc. 

' Jo? j)) 



artivitics hasn't discouraged at 
least one new firm from entering 
the industry. 

It's railed Marketing Evaluations 
and is based in Mauhasset, New 
Yolk, jack B. Landts and Henry 
Brenner are the principals. 

The firm will issue monthly 
measurements of brand awareness, 
attitude, image, advertising pene- 
tration and purchasing behavior. 



Agency appointments: Breakstone 
Foods, division of National Dairy 
Products, to Papert, Koenig, Lois 
. . . l'epsi Cola Bottling of Puerto 
Rico to Lennen & Newell, San 
Juan . . . Corinthian Broadcasting 
to Van Brunt & Co., New York . . . 
Netherlands National Tourist Of- 
fice to C. f. LaRochc . . . Farm and 
Home Savings Assn. to Grant Ad- 
vertising for state of Texas . . . 
Seven Arts to Scope Advertising, 
New York . . . Trans Lux Tv to 
Brownstone Associates. Appoint- 
ment includes Television Affiliates 
Corp. (TAC), a relatively new 
Trans-Lux division. 



New agency: Al Eicoff, vice presi- 
dent of Mohr & Eicoff, has resigned 
from the agency to his own linn, 
Goitschalk & Eicoff, Chicago. The 
two agencies will provide recipro- 
cal services for each other's < lients 
in Chicago and New York. 

Headquarters switch: Keuyon & 
Eckharck moves its main West 
Coast operation from Los Angeles 
to San Francisco, effective 1 April. 
A tv-ratlio service office will be 
maintained in Los Angeles, but all 
accounts which have been handled 
ex< lusively in L. A. will be resigned 
March. Move is linked to the 
loss of lour key accounts in Los 
Angeles over the past 14 months. 
These, totaling some S3 million an- 
nually, were: Max Factor, Fltlon 
Industries, Reddi-Wip, and Mer- 
cury division portion of the Lin- 
coln-Mercury Dealers Assn. 

New quarters: On 1 January, one 
year after its founding, C. C. R. 
Hood moved to new and larger 
offices in the Architects Building, 
17th and Sanson) Streets, Philadel- 



phia. New phone number is LOcust 
3-2767. 

Top brass: Kenneth W. Hayden to 
executive director of Holt/man- 
Kain Advertising, Chicago . . . 
Gordon H. Johnson to executive 
vice president of Dane er-Fit/gerald- 
Saniple . . . Gerald V. Kellehcr to 
senior vice president of Erwin 
W'asey, RiithraufT &: Ryan . . . 
Harry J. Lazarus member of the 
executive committee and the board 
of directors, has been appointed 
administrative vice president of the 
western division of Guyer, Morey, 
Ballard, a new post. Lazarus now 
has, in addition to his account re- 
sponsibility, supervision of finan 
rial, personnel and office operation 
matters. 

New v.p.s: William B. Lowther and 
John P. Hoag at Hoag &: Provandie 
. . . Jack E. KannapcII, Jr., and 
Fred Burgbard at Erwin Wascy, 
Ruthraufr &: Ryan . . . Evcleth W. 
Bridgman, Jr., Ernest E. Cooke, 
Jr., and Frank I. Wheeler at Van- 
Sant, Dugdale . . . Harold Gold at 
Jay Victor &: Associates. 

PEOPLE ON THE MOVE: 
Thomas Shull and Edward Van 
Horn to account executives at 
Doyle Dane Bernbach on ABC TV 
and General Mills respectively, 
and John Robinson to assistant to 
the director of radio-tv programing 
. . . Budd F. White to creative di- 
rector of W. B. Doner, Philadel- 
phia . . . Mike Cammuso to art 
director in the Chicago office of 
Erwin W'asey, Ruthraull & Ryan 
. . . C. Arthur Cochran, former 
market analyst lor Thiokol Chem- 
ical, to marketing director and ac- 
count executive of F.ldridge, Tren- 
ton. 

Kudos: Vincent R. Else, adminis- 
trative director for Knox Reeves, 
has been elec ted treasurer by the 
agency's board of directors. 

Resignation: Herbert S. Gardner, 
Jr., has given up his post as secre- 
tary-treasurer of Gardner Advertis- 
ing, the agency founded by his 
father in 1902, to become a full- 
time private consultant to other 
agencies. 



DAYTON ... Ohio's 
3rd Largest Market 
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WASHINGTON WEEK 



What's happening 
in U.S. Government 
that affects sponsors, 
14 JANUARY 1963 / cutyri.M 1953 fj agencies, stations 



Newspaper monopoly probe by Rep. Emanuel Celler (D., N. Y.), originally 
set for January, now appears to be off at least until February: also the direction 
of the inquiry may change. 

If the New York newspaper strike is still in progress that situation will take at least the 
opening brunt. 

Cellar had in mind going into the effect on the public of newspaper mergers, and also tak- 
ing a long look at newspaper ownership of broadcasting stations. But the newspaper 
strike is right in his back yard and these other matters could be long delayed by a lengthy 
sub-committee look at the New York situation. 



Prospects for a probe of the rating services, following FTC consent decrees, 
are far from clear. 

Though the FTC in its announcement did not differentiate, most of the claims of in- 
adequate or inaccurate methods were aimed at single-market, rather than national 
ratings. An outside study made for the House Commerce Committee had already given na- 
tional ratings a relatively clean bill of health, while looking askance at the local picture. 

Sen. Mike Monroney (D. Okla.) is the lone member of the Senate Commerce Commit- 
tee with any great interest in the topic. He held one set of hearings, promised others, but 
has never since been able to interest committee chairman Warren Magnuson (D., Wash.). 
The idea that something has already been done by the FTC might cool rather than fan in- 
terest. As to the House Committee, much will depend on the workload. 



The Administrative Conference of the United States, appointed at the start of 
the Kennedy administration but growing out of studies started during the Eisen- 
hower regime, has wound up its work: major recommendation was that it be con- 
tinued to keep an outside eye on regulatory bodies. 

FTC wasn't mentioned by name in a very long report filled mostly with very general 
recommendations, but FCC came in for notice. One suggestion was to the effect that when 
FCC spends time and taxpayer money holding hearings between competitors for a radio or 
tv station, and then winning applicant sells, the buyer should also be required to be 
superior to losing applicants. 

Commission,, which has criteria by which it chooses winning applicant in such cases but 
which appears to give different weight to different factors case-to-case, was urged to set up 
stronger criteria. To the point, even, that "some applicants would be automatically pre- 
ferred over others." 



Small business is handicapped because national advertisers push local spon- 
sors out of the best tv time through discount practices, network option time and 
network-affiliate relationships in general, a House Small Business subcommittee 
report holds. 

The report said that the small businessman has no such handicap in radio, but that 
radio has lost nighttime audience to tv. It called for new hearings in the current Con- 
gress, because of "a serious problem for the small business sponsor or local advertiser as 
well as the station representative or advertising agency who seeks time on a (local) station." 
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SPONSOR HEARS 



14 JANUARY 1963 / copyriiht t*» 



A round-up of 

trade talk, trends and 

tips for admen 



Like CBS TV (Richard aSlant), ABC TV has a lawyer-executive who exercises 
the authority over the network's news division. 

With ABC TV it's Everett Ehrlich, general counsel and director for both AB-PT and 
the American Broadcasting Co. In other words, under the reorganization of the division, ad- 
ministrator Robert Lang reports on the policy level to Ehrlich. 

Background : Ehrlich got his start in the business via Y&R's legal department. 



One of the tv networks is both mystified and dismayed at the affiliate pullouts 
it's getting on a daytime strip with a decided public service slant. 

The strip's share has been good for a show of that type and the series' commercial 
position (minutes sold) is holding up nicely. 



CBS TV is now making it a routine matter of closed-circuiting for affiliates 
daily a program culled from the next day's batch of scheduled telecasts. 

The network says there are no controversial implications in the procedure; in other 
words, the selection of a show is not determined by its possible inclusion of some- 
thing that an affiliate might find objectionable. 

Last week's pick for affiliate previewing: the Lloyd Bridges Show, CBS Reports, Twi- 
light Zone, Rawhide and the Jackie Gleason Show. 



You may have wondered lately, because of certain migrations, how key ex- 
ecutives have been able to settle their stock and fringe-benefits and then join a 
competitive setup with impunity. 

Your musing may also have included this premise: it would seem logical for the organ- 
ization making the settlement to include a clause circumscribing the departing executive's 
subsequent business involvement. 

Trade lawyers have chaUenged such clauses as non-enforceable on the ground 
they pose a one way street; in other words they are not bilateral. 

The issue got its comeuppance some years back when D-F-S tried to enforce the provi- 
sion in a settlement agreement which barred the departee from going to work on an ac- 
count competitive to P&G, the group he had been aligned with. 



In other media, looking five years back has the approximate aspect of a yester- 
day but with tv, because of its dynamic and constant change, five years can appear 
to be a long time ago. 

For instance, it was five years ago this month that: 

• Advertisers were muttering about the impracticality for them of 52-week tv network 
contracts and the imperative desirability of the resurrection of the 13-week cycle. 

• The scatter plan of network buying, as propounded by ABC TV, was beginning to be 
embraced as one May of meeting the rising costs of the medium, that is, by spreading 
the risk. 

• The application and prospects of magnetic tape were an issue of debate. 

• The CPM of the average nighttime minute on the networks, according to Nielsen, 
was ABC TV, $3.06; CBS TV, $3.00 and NBC TV, $3.54. 

• ABC TV was selling some of its repeat-show minutes at $12-14,000 (time and 
talent), with an estimate of 75-85% coverage of all U. S. homes. 
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NETWORKS 



Bache forecasts network 
growth of 5.5 to 6.2% 



Outlook lor 1968: The financial 
future of the networks is excel- 
lent. National advertisers will 
steadily increase their tv spending. 
More importantly, the networks' 
ratio of profit to revenue will also 
improve. 

This is the opinion of the invest- 
ment house, Bache & Co., in a re- 
port to its clients which closely ex- 
amines the advertising and network 
structures. 

The investment analysis point 
out that advertising is closely linked 
[o spending on non-durable goods. 
The market for these goods has ex- 
panded at a 3.4% rate over the past 
ilecade, anil will continue at that 
pace for three to five years. Ad ex- 
penditures should follow the same 
pattern. 

National advertising is about 
61% of the total, and network tv is 
getting a bigger share: a jump from 
0.3% in 1952 to 10.6% in 195G and 
11.2% in 1961. (The 1962 take was 
probably a record 12%.) 

Since 1956, Bache calculates that 
network spending has grown by 
(j.2% annually. It predicts over the 
next five years an annual increase 
between 5.5% and 6.2% 0 , 

"We assume," says the report, "no 
great changes in the state of the 
economy or of the place of advertis- 
ing. Nor do we look for a major 
diminution of television's fascina- 
tion for millions of people and 
therefore its value as an advertising 
medium." 

These assumptions mean tliat: 

• "Total advertising will reach 
v 14.1 billion in five years (from 
$11.84 billion in 1961) , 

• "National advertising may hit 
58.75 billion at that time. 

• "Network spending will be 
jjfl.lO-Jl.M billion in 19G6— a com- 
pound annual growth rate of 5.5%- 



tt.2% lor netwoik levenues out the 
next five-year period." 

This is an average for the period 
and it is expected that swings in 
the business cytk" will cause faster 
or slower growth over short periods 
of time. Bache figures also predicate 
a continuation of the slowing rate 
of growth of network tv, which 
grew at I I. 4% per year rate over 
the 1 952- 1 90 1 period, and 6.2% per 
year from 1956-61. 

In the profit area, the financial 
experts believe that the networks' 
take-home will increase in at least 
the same proportion as revenues, 
about 6%,. This doesn't sound spec- 
tacular but it involves a profit 
boost of 45-50% above the 1961 
level. Reasons: 

"ABC suddenly became an ellec- 
tive third force in netwoik televi- 
sion in the post-1955 period . . . 
this resulted in intense price com- 
petition among the networks dur- 
ing the period 1956-61. The supply 
of time outran the demand. While 
more time was sold, price cutting 
kept the rate of growth of dollar 
volume (gross time hillings) down. 

"Indications are that demand for 
network time will be more in line 
with supply. Little price cutting is 
occurring this year . . . (There is) 
a fundamental change in the supply 
and demand situation." 

Bache points out that during tv's 
growth, each of the networks in 
turn has hail to pay a high price for 
securing its affiliates. There now is 
greatly reduced competition for 
outlets, and each network in turn 
is expected to renegotiate its con- 
tracts at substantial savings. 

The new CBS contracts, for ex- 
ample, should add about S3-4 mil- 
lion to network profits before taxes 
in 1963 without additional cost. 
NBC has announced similar changes 
in its affiliate contract. 



| MAKE A (tj) TUR^j 

, , , and barrel your way 
through the Madison market! 



The dramatic climb of WKOW.ty, 
Madison's dynamic UHF station, is 
hot news to advertisers. But a familiar 
story to viewers in Wisconsin's boom- 
ing South Central market. WKOW- 
tv has always been Ihe'ir station. 



0 



UHF CONVERSION 
FIGURES PROVE IT 



Example: Dane County's 99%, Green 
County's 98%, Saulc County's 90%, 
Iowa County's 99%. These percentage 
points tell the near-perfect score 
WKOW-tv's local live personalities 
and network shows have earned with 
over a half-million people in Wiscon- 
sin's 2nd retail trade lone. Your prod- 
uct displayed and sold on WKOW-tv 
will earn that enthusiastic acceptance 
too. WKOW-tv concentrates on this 
Madison trade lone . . . allows you 
plenty of dollar-power for massive 
frequency. Male that U-turn to 
WKOW-tv now! 



mom 



MADISON, WISCONSIN 



( 

i 



Tony Moe, 

E«ec. Vf'ce-Pres. 6 
Gen. Mgr. 

Larry Benrson, 

Pres. 

Joe Floyd, 

V ice-Pres. 



Ben Hovel, 

Gen. Sales Mgr. 

Represented by Adam Young 



MIDCO 



Midcontinent lirondrmting Group 

WKOW-AM and TV Madison • KELO-LAND TV 
and RADIO Sioux Falls, S. D. • WLOL-AM, 
FM Minncapolis-St. Paul • KSO Dcs Moines 
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MiiMiiniii ii tmammataam iimiiihmiiiiiiiiiiiiiiiiiiiiiiiiiii 

WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

.llllNltirin^liNlflllllllllllNNIIIIIIIIIIIllllllllllllllllllllUIIIIIIIIIIIIIIIIIIIIIIIIIIIID 



"HADIBUTKNOWN" 

VC^hen we show a prospective client 
just a few samples of our publicity 
photography, he more-than-likely ex- 
claims, "Hadibutknownl" This puzzles 
us for a moment but then he con- 
tinues, nodding with approval. "Such 
fine photos," he says, "such fair rates 
('did you say only $22.50 for 3 pic- 
tures, $6 each after that?') — and such 
wonderful service ('one-hour delivery, 
you say?') — why, had I but known 
about you I would have called you 
long ago." Well, next thing he does is 
set our name down (like Abou Ben 
Adhem's) to lead all the rest of the 
photographers on his list. Soon, of 
course, he calls us for an assignment 
and from there on in he gets top 
grade photos and we have another 
satisfied account. (Here are a few of 
them: Association of National Adver- 
tisers — Advertising Federation of 
America — Bristol-Myers Co. — S. 
Hurok — Lord 8c Taylor — New York 
Philharmonic — Seeing Eye — Visit- 
ing Nurse Service of New York.) Why 
don't you call now and have our rep- 
resentative show you a few samples 
ol nur work? 

iiiiMMiininiHiniiM 



BAKALAR-COSMO 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 
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Because ol pi ice cutting and the 
fight for aliiliates, profit* belore 
taxes ol the three nets were much 
lower in 1%I than in 195(5 (2-1.3 
million, 3.2'',, compared with $-13 
million, 8.1%) . 

In l'.)f>2, however, total pre-tax 
net income should be well above 
1(H) I. \ oliiine for eight months is 
up 12.7' ~ v and the increase lor the 
balance ol the year could be well 
in excess ol this. The combination 
ol volume increases, the abatement 
of price (lining, and reduced com- 
petition lor affiliates is being trans- 
lated into increased profitability. 

Rurhe estimates that network pre- 
tax profits for T>2 should reach at 
least S35-S30 million, a healthy 15- 
18'',', rise over '61. For the future, 
there should be stable prices and 
therefore improved margins as vol- 
ume increases. 

"In lact, there niav be opportuni- 
ties in the next two or three years 
loi prices to be raised, further im- 
proving the profit picture." 

Bathe's report is particularly con- 
cerned with one group, CBS. Its 
informed guess is that, in IDlSI, 
(IBS made a total pre-tax income 
ol $1" million, ol which S22 million 
was contributed by the television 
network. An estimated Bother S2I 
million tame hoin the oXros. 



Ad effectiveness 
gets new formula 

N B C research director Dr. 
Thomas V. Collin called on the ad- 
vertising industry last week to spend 
more money in measuring the im- 
pat ( of its messages. 

In a talk to the American Mar- 
keting Assn.'s research discussion 
gioup on Thursday, Dr. Coffin pre- 
sented a new formula loi effective- 
ness of different media. The form- 
ula is slated as F. — AX h or » 
advertising effectiveness equals si/e 
of audience multiplied by impact 
per member of i lie audience. This 
equation allows evaluation of dif- 
ferent media, he said, because meas- 
m fluents are reduced to compar- 
able terms. 

However, Dr. Collin warned, the 
formula can work only with precise 
measurements of both audience and 
impact, and at present "the preci- 
sion of our audience measures far 
outstrips that of our impact meas- 
mes." Impact studies promise the 
greatest improvement in the effi- 
cient:) ol advertising evaluation, he 
declared, and it is time the indus- 
try began spending more money on 
them. 



BUTTER-NUT MAKES NETWORK DEBUT 




Jack J. Bard, director of media activities for Tatham Laird, signs the dotted line which 
will initiate client Butter-Nut Coffee into the network tv sponsorship fraternity. The 
buy involves three ABC TV nighttimers, "Going My Way," "The Sunday Night Movie" and 
"Premiere, Presented by Fred Astaire." On hand for the contract signing were top 
network executives Julius Barnathan (I), vice president and general manager of ABC TV, 
and Slocum Chapin, ABC vice president in charge of tv network sales, western div. 
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STATIONS 



FCC reply to 'shirtsleeve' 
proposals seen in month 



Quick action by the FCC was an- 
ticipated last week on amending, 
if not ending, the am station freeze. 
This opinion was expressed at the 
end of the two-day shirt-sleeve ses- 
sion between the FCC and NAB, 
and the FCC and other groups, on 
the problem of radio's overpopula- 
tion. A spokesman for the FCC in- 
timated, however, that announce- 
ment of a change would not be 
forthcoming for about a month. 

NAB president LeRoy Collins 
said that he believed good things 
would result from the sessions, but 
they would depend on the Commis- 
sion and its reaction to N'AB pro- 
posals. The sessions were, he added, 
"a basis for corrective efforts on the 
part of the Commission that can be 
meaningful." 

In presenting its position to the 
FCC, the NAB radio development 
committee recommended strongly 
against the use of economic factors 
as a base for limiting the number of 
stations in a community. The com- 
mittee proposed 1) changes in en- 
gineering rules (which it expects 
would cause economic factors to 
adjust themselves, within reason) 
and 2) encouragement of mergers 
between stations where broadcasters 
are in violation of engineering 
standards. 

The report suggested that the 
FCC revise its rules on directional 
antennae to be more in line with 
population shifts of recent years. It 
also urged the FCC to drop its 
"10%" rule, which permits grant- 
ing a license to an applicant who 
can show an overlap with another 
station of no more than 10%. NAB 
feels the restrictions should be 
tightened. 

The next step belongs to the 
FCC, which must now take NAB 
recommendations under advise- 
ment, and it is believed that with- 
in a month rule-making proposals 



will be announced. In the mean- 
time, an FCC spokesman indicated 
there is "some possibility" that part 
of the freeze would be lifted on en- 
gineering grounds, but any such 
development would be relatively 
"insignificant." 

Tv Stations 

Little change is expected in pro- 
graming, personnel or policies of 
WREC (AM & TV), Memphis, fol- 
lowing transfer of both operations 
to Cowles Magazines and Broad- 
casting, Inc. 

WREC Broadcasting Service, Inc., 
owned by Hoyt B. Woolen, sold 
the two stations for $8 million, 
subject to FCC approval. 

New call letters: WRGP-TV, Chat- 
tanooga, greeted the new year with 




Morning man and mouse 

WMCA, New York, d.j. Joe O'Brien (c), who first 
spun the new popular "Pepino the Italian 
Mouse" on his morning show, examines action 
model of the melodious mouse with writer 
Lou Monte (I), model creator Philip Florio 



WALA-TV 10 

— the only Mobile station 
providing city-grade coverage 
to Mobile and Pcnsacola. 

COMPARE COVERAGE 

The Mississippi Gulf Coast, West 
Florida and South Alabama all 
get NBC Color from WALA-TV. 

COMPARE COST 

When comparing metro rankings, 
don't forget to combine the Mo- 
bile and Pensacola figures: the 
only NBC coverage in bofh cities 
is yours for the price of one on 
WALA-TV. 

The WALA-TV Market- 
Over A MILLION PEOPLE with 
nearly $2 BILLION to spend! 



Contact: 
Select Stations, Inc 



TALLEST TOWER ON THE GULF COAST 



Clarke Brown 




MOBILE - PENSACOLA 



WTRF-TV 



STORY 
BOARD 




"Awards'" 



ANNUAL AWARDS 
ANNOUNCED 1 
DIRIV BIRD AWARD goes to 
the father of the little guy 
jvho told his mother. "We had 
fun sitting in the park Dad 
imitated a bird every time a 
girl passed by." 
wtrf-tv Wheeling 
ASSET TO MUSIC AWARD goes to the Twist, 
the footloose and fanny free frolic that put 
the E Dack in -motion! 

Wheeling wtrf-tv 
|OB DEDICATION AWARD goes to the execu- 
tive who is so devoted to his work that he 
keeps his secretary near ms bed in case he 
gets an idea during tne night 

wtrf-tv Wheeling 
APPROPRIATE NAME AWARDS ... the first 
goes to the nome builder who called his new 
development "Cesund Heights" . . second 
goes to "Mafia." the foreign car with a hood 
under every hood and a heater in the glove 
compartment . . and third is awarded to 
the SOB. the new organization of so-called 
"Sons Of Business " 

Wheeling wtrf-tv 
EFFECTIVE TV AWARD goes to NBC for hav- 
ing such a powerful Wheeling area affiliate 
and for the wtrf-tv NBC audience survey 
that reported that a man. born deaf, viewed 
lust two episodes of Dr Kildare then heard 
from his cousm in California. 

wtrf-tv Wheeling 
APPROPRIATED GIFT AWARD goes to the 
courtin* cannibal who went wooing his lady 
fair with a box of Farmer Fannie's and a book 
entitled "How To Serve Your Fellow Man " 

Wheeling wtrf-tv 
BEST REP AWARD is presented to George P 
Hollingbery for being the REPutable national 
authority on the Wheeling-Steubenville In- 
dustrial Ohio Valley and what WTRF-TV can 
sell for alert advertisers who want results! 



CHANNEL N3 WHEELING, 
SEVEN C_ WEST VKC tN I A 
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TvB exec. v.p. dons college cap to help fete Lancaster station 

George Huntington lectured to and fielded questions from students of Franklin & Marshall, 
part of celebration of WLYH-TV's entry into Lancaster as basic CBS affiliate. At reception CJ-r): 
Al Spiece, M. W. Hartung; Thomas Makeel, Watt & Shand Dept Store; Huntington; Clifford Coulson, 
Watt & Shand; William Sullivan, stn. a e. Event was quite a departure from usual receptions 



.1 (hauge in its rail letters. I lie 
station is now WRCB-TV, a closer 
iileniifiration with parent company 
Rusi Craft Broadcasting. 

kudos: The news and information 
services department ol the WFBM 
stations swept nearly nil i lie honors 
in (he I9f>3 Indianapolis Press Club 
Journalism Award program. 1 he 
tv station won all ol six possible 
prizes for spot news, community 
problems, documentary, editorial, 
feature stories and sports. The ra- 
dio station won plaques for com- 
munity problems, editorial and 
leal ure stories. 



PEOPLE ON THE MOVE: Bob 
Sprouse to national sales manager 
of W'BNS I V, Columbus . . . Tom 
Burkhart to lcu.il sales manager, 
| tin O'Roinke to assistant national 
sales manager and Frank Boscia 10 
senior account executive at WTVJ, 
Miami . Kendall Smith, assistant 
program manager, to program 
manager of W TR -TV, Hartford 
. . . Mary \nn (.asey, lor nine years 
i he director ol programing and 
women's news editor lor kEYT, 
Santa Barbara, has resigned . . . 
Tom Gillies to farm dim tor for 
WFLA-TV and radio, Tampa-St. 
Petersburg, replacing Frank John- 
son . . . Haiold C. O'Donnell to 



program director and Edward J. 
Ryan to promotion and merchan- 
dising manager of K.EYT, Santa 
Barbara . . . Arthur "Duke" Struck 
to tv director and Arnold Collins 
to production manager at WTOP- 
TV, Washington . . . Frederick M. 
Espy to at count executive of 
H'LWT, Cincinnati. 

Radio Stations 



Transfer of ownership of WCKR 
(AM & FM) from Biscayne Tele- 
vision Corp. to Miami Valley 
Broadcasting took place in Miami. 

Milton komilo will continue as 
general manager of the radio sta- 
tions and, eflective next month, 
James LeOatc assumes duties of 
station director. 

C hanging hands: WTTM, Trenton, 
sold by Peoples Broadcasting for 
$375,000 to Scott Broadcasting Co., 
Herbert Scot t, president. Peoples 
Broadcasting hopes to expand into 
larger markets with purchase of 
another stat ion. Blackburn brokered 
the deal . . . WEET, Richmond, 
sold lor §300,001) to J. Olin Tice, 
Jr. by Burton Levine, with Black- 
burn the broker. 

News expansion: WTCN, Min- 
neapolis, has set up its own separate 
news department and hired three 
veteran radio newsmen to handle 
the covetage . . . Intermountain 
\etwork has formed a Montana 
liitermountain Network News Bu- 
reau, witli feeding facilities located 
in KRLL, Helena, and placed it in 
charge ol Terry Bass; on another 
I rout, Wendell Weaver has been 
named news bead ol the Idaho ln- 
lermountain group, stationed at 
KG EM, Boise. 

Power increase sought: WSPA 
(FM), S] Kir tan burg, lias died a pro- 
posal with the FCC lor a power 
boost to 100 kw. This would be 
maximum power for the station 
under FCC rules. Outlet was South 
Carolina's first Ini station and the 
Southeast's first stereo station. 

PEOPLE ON THE MOVE: Arnold 
C. Johnson, manager of WGEE 
when the station signed on the air 
in Indianapolis in I'.)5G, returns to 




Houston heralds arrival of Bob, Ray. and 'cast of thousands' 

The zany team of Bob Eliott and Ray Goulding (alias Wally Ballou, Mary Backstayge, etc.) joined 
the KXYZ roster 1 January, spoofing for Gulf Coasters from 6-9 a.m. during the week and through- 
out the weekend. They do some spoofing here on the subject of stn. mgr. Jack Carnegie's hat 



GO 
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die suiiion in the rapacity of gen- 
eral manager . . . John Kirkpatrick 
to managing director of WSPA, 
Spartanburg ...Timothy F. Moore 
to vice president of Star Broad- 
casting, owners and operators of 
K1SN, Portland . . . Robert E. 
Klose, program director of WFIL, 
Philadelphia, to program manager 
of KFRE, Fresno . . . Don Shepherd, 
promotion director of WLOS-TV. 
Asheville, to promotion director of 
KFRE stations, Fresno, and Guy 
15. Farnsworth, of WUSJ, Lock- 
port, to assistant general manager 
in charge of sales for the am sta- 
tion . . . Otto A. GoessI rejoins 
WTIX, New Orleans, as account 
executive . . . Joe Tucker and 
Robert McLaughlin to die sales 
staff of WLW, Cincinnati . . . Paul 
Allen to national program director 
for the four Trigg Vaughn radio 
stations . . . Homer K. Peterson to 
general manager of the IMN group 
of five radio stations in Utah, Idaho, 
and Montana, affiliated in owner- 
ship with The Intermountain Net- 
work. Peterson, who has been sta- 



tion manager ol KALI.. Salt Lake 
City, will also serve as general man- 
ager ol KG KM, Boise; KOPR, 
Buile; KM ON, Cheat Falls; and 
KGHL, Billings. 

Reps 

Robert E. Eastman lias opened its 
10th sales office, this one in Boston. 

Raymond A. Gardella, who has 
been sales promotion manager for 
Eastman, headquartered in New 
York, will take over as manager of 
the office. 

Rep appointments: KTEN, Ada, 
Okla., and KTTS-TV, Springfield, 
Mo., to Select Station Representa- 
tives . . . WHLL, Wheeling, to 
Ohio Stations Representatives, for 
Ohio sales . . . WJAR, Providence, 
and WFGM, Fiichburg, to Eckels 
& Go., for New England sales . . . 
WHJB, Greensburg. WLEC, San- 
dusky, and WTAP-TV, Parkers- 
burg, to Perm State Reps . . . 
KWYZ, Everett, Wash,, to Grant 
Webb . . . KPAM, Portland, and 



KETO, Seattle, 10 Broadcast Time 
Sales. 

New snbscribei : Pearson National 
Representatives has signed lor tin* 
automated centralized billing sen- 
iles offered by Broadcast Gleaiing 
House. All lime orders lor spot 
radio campaigns will hem eloi (b 
be pnxessed by the BGU billing 
and payment system with the aid 
of Bank ol Ainciiui clcitionii data 
processing machines. 

PEOPLE ON THE MOVE: Bram 
Emous to the sales set \ ice stall of 
the BTA Division, Blair Televi- 
sion . . . George Swearingen to At- 
lanta sales manager for CBS Radio 
Spot Sales, a post he'd previously 
held for four years. lie replaces 
George Grumbley, lesigued to form 
bis own advertising agency . . . 
John G. Liddy to sales promotion 
manager at Robert E. Eastman . . . 
Richard J. Quigley, head of Blair's 
St. Louis office, lo vice president 
of Blair Television . . . Thomas M. 
Lawrence to senior account execu- 
tive for H-R Television, New York. 



Newsmakers in tv/radio advertising 




Harold C. Sundberg is (he gen- 
eral sales manager for WZZM- 
TV, Grand Rapids, western 
Michigan's newest tv station. 
Sundberg conies to his post with 
a 10-year background in the ra- 
dio/ tv industry. He has, for (he 
past three years, been general 
manager of WMBD (AM-FM fc 
TV). Peoria. Mark L. Wod- 
liuger is general manager. 




William L. Brown replaces Har- 
old Sundberg as general man- 
ager of WMBD (AM-FM & TV), 
Peoria. He was formerly assist- 
ant manager in charge of (he ra- 
dio station and, most recently, 
sales manager of the tv outlet. 
Prior to 1 957, Brown was with 
the Ralph (ones Advertising 
Agency of Cincinnati and Cros- 
ley Broadcasting. 



Anthony G. Kupris brings to his 
new job of marketing vice presi- 
dent for Donahue & Coe 15 
years background. His most re- 
cent post was vice president of 
(he Market Planning Corp. affili- 
ate of Interpublic. In 1946 he 
joined Standard Oil as assistant 
advertising manager, later be- 
coming sales manager. In 1954, 
he joined R. M. Hollingshead. 




Alan Henry has been named as- 
sistant to John W. Kluge, pres- 
ident and chairman of (he board 
of Metromedia. Henry joins 
Metromedia following a two- 
year association with KWK, St. 
Louis, as general manager. Be- 
fore (hat he was general man- 
ager of WCKR, Miami Beach, 
and v.p. and general manager of 
KXEL, Waterloo-Cedar Rapids. 
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Ian in* I* %Jf 

POINT 



By James Gerity, Jr. 

President, general manager 
WNEM (FM & TV), Flint- 
Saginaw-Bay City 
WABJ, Adrian, Mich. 



Building an audience with the GMA 



Recently, sponsor hail onasion to 
report on a statement I)) the 
president ol i he Grocery Manufac- 
turers ol America, Paul Willis, at 
the I \ 15 nicciinj^ in New York. 

J do not intend to discuss the 
pros and cons ol Mr, Willi;,' state- 
ment except to note that I feel his 
reniaiks wcic possibly misunder- 
stood and inisinteipreted. What I 
would like to bring out, however, 
is the lad that Mr. Willis and all 
members ol the Grocery Maiiu- 
lacturers Representatives groups 
around the country arc becoming 
more and more important to the 
broadcast industry. 

The ini]>ortancc and iullucnre of 
these people, pal lictilarly at the 
local level, is becoming greater 
every day. I lcel that for lar too 
long the local food and grocery 
brokers have been overlooked by 
the bioadcast people with whom 
they should have a closely knit al- 
liance. 

I consider the food broker the 
fust line ol attack for local tv dol- 
lars, lie knows his market and he 
knows his principals. His sugges- 
tions can bring a lot o( new money 
into the tv till. Consequently, I 
make sure that my station people 
mainiain an extremely close alii- 

- 



ance with the lood brokers in our 
area and keep them inlormcd as to 
the latest developments in the tel- 
evision industry. 

We arrange seminars and special 
meetings lor the brokers in our 
particular area, most of whom are 
members of the Northeastern Mich- 
igan Giocery Manufacturers Rcp- 
resc'ntati\es, lend them merchandis- 
ing support for their campaigns, 
provide them with economic re- 
views of the State of Michigan, at- 
tend all their functions and try 
to aid and advise them about the t\ 
industry in as many ways as possi- 
ble. 

[ust recently I was deeply hon- 
ored by the (".MR people of north- 
eastern Michigan and was pre- 
sented an award for "the long and 
continued cooperation between 
WNEM-TV and the Eastern Michi- 
gan OMR and for our support and 
effort on behalf of this group." 
This was a high point in our close 
relationship as it was the first in- 
dividual award ever given by these 
men. 

I am not pointing this out to 
prove how good we arc, but rather 
to point out that tv as a whole has 
not truly provided the food brok- 
ers throughout the country with 



the type of information, assistance, 
and nuclei standing that they need. 
Consequently, one of the tv indus- 
try's most allluent and vital cus- 
tomers has been neglected. 

When you consider that lood and 
grocery aclvcitisers spent in the 
neighborhood of $850 million in 
I {Mil and that more and more of 
these advertising budget placements 
arc being assisted in the held by 
the food brokers who know the lo- 
cal and regional aspec is of the mar- 
ket, it would be safe to assume that 
tv stations and their management 
would lend every cllort to offer 
more information and greater serv- 
ice to the food brokers. However, 
such is not the case, I would ven- 
ture to say that less than 20% of 
the stations in the country are 
aware ol the rapidly increasing ini- 
]H)i lance of the food brokers or 
take the time to get to know them 
or the extent of their operation. 

Recently, in a discussion with 
Mr. Willis, I suggested that, rather 
than the editorial suppoit idea, 
which was brought up during the 
New York TvB meeting, the GMA 
itself document some of the more 
dramatic aspects of their industry 
and produce a scries of 13 half- 
hour films which might then be 
distributed to local tv stations in a 
manner similar to that utilized by 
the NAM which has had a resound- 
ing success ovei the years. This 
documentary approach might have 
more value to tv stations from a 
programing standpoint and would 
obviate the awkwardness implied 
by the term "editorial supijort." It 
would include the added advan- 
tage ol having the people who 
know the food and grocery busi- 
ness tell their own story which 
would have much more impact 
than any editorial commentary by 
various stations. 

I lcel that this approach to mak- 
ing tv stations more aware of the 
ac tivities and potential of members 
of the GMA might provide the 
opportunity for a closer spirit of 
cooperation and a better under- 
standing between the members of 
the GMA and the broadcasters 
themselves. It could be an ex- 
tremely interesting, informative, 
and educational presentation on 
the various asjxTts of this impor- 
tant adjunct to the tv industry. ^ 




Sot only a sitreeiiful broadcast ex 
eaitivc but alio an industrialist is 
the Toledo-born James Gerity, Jr. 
In 1918 he acquired WAHJ and 
l>nt \VXEt\l (FAI&TV) on the air 
in l!). r )l. A /inn believer in the im- 
portant c of lii's tole in I he local 
community, he has enlisted his sta- 
tion to aid the Groceiy Manufac- 
turers Representatives of Eastern 
Michigan and other such groups. 
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"SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



The introduction of four new products i.s providing (lie impetus for a 
heavy television push by Hern /.Onia tie (Kuinrill), with a major emphasis 
on national spot. 

The four products set to make their debut in 1 003: (1) a new spray 
enamel which harnesses the advantages of propane as a propellant in the 
aerosol field; (2) a new Bernz-O-Malic Dual Flame Propane Torch; (3) 
portable ice-making refrigerators; and (I) a portable radiant heater 
which provides a total of 2 l-hours of steady heat wherever set up. 

Tv budgets will be greatly increased over 1962, with current plans 
calling for three 13-week campaigns, the first covering the top 40 markets 
and the subsequent schedules blanketing the top 70. Some network will 
also he used. 

Leo Burnett threw some unexpected money spot tv's way, this on be- 
half of Salvo. 

Budget to (over spots in quite a number of markets stems from an 
expired ABC TV schedule. About three minutes per week of the 40 
some Wally Cox commercials are being used. 

The year began with an enormous upbeat on the midwest spot tv buy- 
ing front, with all the major agencies stirring up activity for the tv reps. 

Here's what's breaking: Betty Crocker Brownie Mix (NL&B), buying 
day and night minutes for 10 weeks beginning 28 January. Five or six 
spots a week will be used; Betty Crocker's potato products and Wheaties 
(Knox Reeves), both using daytime and late night minutes. Potato 
products, buying from an extensive market list for a six-week run, begins 
today, and Wheaties, using a moderate number of markets, begins next 
Monday, varying its schedule according to markets. 

Kitchens of Sara Lee (HRM&rS) is buying another two week flight 
starting 23 January, as is United Biscuit (Hartman); Clhnalene (D'Arcy) 
has switched from radio, in which it was very active last winter, to spot 
tv, buying a four-eight week schedule slated for late January start; 
Kleenex (FC&B) kicks off another spot tv flight beginning 18 February; 
and Pearl Brewing (John W, Shaw) is buying again. 

For details of other spot activity last week, see items below. 

SPOT TV BUYS 

Readers Digest is lining up several markets for a one-week saturation 
spot campaign starting the end of the month, 27 January. Minutes or 
IDs will be used, depending on the market. The buy is out of J. Walter 
Thompson and Larry Reynolds is the contact. 

Peter Paul Candy is active in top markets. The campaign, which kicked 
off last week, will continue for 14 weeks. Time segments: nighttime 
chainbreaks and minutes. Agency: Dancer-Fitzgerald-Sample. Buyer: 
Dorothy Medanic. 

Lever Brothers gets a campaign off the ground this week on behalf of its 
Golden Ladle Sauces. Schedules consist of daytime and fringe night 
minutes and will have a five-week run. Chuck Woodruff is the buyer at 
SSC&B. 

Crackerjack Co. kicks off today, 14 January, with kids minutes in and 




fs. $ & % 




Can anybody claim more loyal 
viewers? Our metro share in 
prime time is 90 Vr, and homes de- 
livered toj> those of any station 
sharing the other 10°^. {ARB, 
March, 1962) To cover this in- 
fluential market, such loyalty 
means the big buy for North 
Florida, South Georgia, and 
Southeast Alabama is 



«5> 



WCTV 



TALLAHASSEE 
THOMASVILLE 

BLAIR TELEVISION ASSOCIATES 



II BLAIR TELEVISION ASSOCIATES 

m m National Representatives 
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-SPOT-SCOPE 



Continued 



around kids shows. The at t ion, heavy in several primary markets is 
scheduled lor seven weeks. Agent \ is Doyle Dane Bernbach. The buyer: 
Na< e Kind. 

Borden will break a campaign next week, 21 January, for its Instant 
Collee. Schedules ol prime-time and fringe IDs will run for IS weeks 
in selected markets. The at count is handled nut of DCS&S and the 
buyer is Frank Mat Donald. 

Lestoil will promote various products with a 15-week spot iv drive which 
gels started either this week or next. Daytime and fringe minutes will 
be used. Agency is Fuller & Smith 1* Ross and Mary Meahan is the 
buyer. 

Schlit/. breaks its major 196.1 spot push on 27 January, with a long list of 
markets included. Spois are being set to run through mid-Dee ember ol 
1963. Time segments: nighttime minutes, 20s and IDs. Agency: Leo 
Burnett. 

Coloi ioinis has a call out lor minutes in several markets, to start in late 
January. Campaign will run lor seven weeks. The agency on this ae- 
(ouni is Daniel & Charles. Buyer: Isabel Stainiard. 

Kraft starts toda\ with schedules on behalf of its Miracle Margarine. 
Spots aie daytime minutes with housewife appeal and they will run for 
five weeks. Mark Oken is the contact at Needham, Louis & Brorby. 

Edward Dalton, which kit ked oil the lust ol the year with 13-week sched- 
ules in some markets lor Metrecal, is adding seven-week runs in several 
other areas starting tomorrow, 15 January. Nighttime minutes are the 
mainstay of the campaign, placet! out of Kenyon & Etkhardt by Phil 
Ganz. 

General Mills starts today lor Noodles Romanoff, via Doyle Dane Bern- 
bach, Day and night minutes and breaks will continue lor six weeks. 
Buyer is Marie Luisi. 

SPOT RADIO BUYS 

Equitable Life Assurance Society will launch a spot radio campaign in 
over 100 markets, beginning in early February. Object of the campaign: 
lo give local advertising support to Ecpiitable agents. Foote, Cone & 
Belding, New Yoik, is the agency and Manila Sykes Murray is the 
buyer. 

American Tobacco is issuing contracts on behalf ol I'all Mall for six 
two-week flights during 196.1, the first of which kicks off on 1 1 February. 
Agency for the buy is SSC&B. Buyer: Nick Imbornone. 
1*. Lmillartl has some action going in some 30 to 50 markets for its Kent, 
York, and Newport cigarettes. Schedules, which call for minutes, 20s and 
IDs, will run from 22 to 21) weeks depending upon the market. Start- 
ing elate for the campaign was 1 January. Lennen !v: Newell, New York, 
is the agency. The buyers: Sally Reynolds and Hob Kelly. 
Beechnut Life Savers is going into all the major markets lor a 13-week 
push in behalf of its Tetley Tea. Minutes are being used in womens 
audience shows and drive times. The agency: Ogilvy, Benson & Mather, 
New York. Ait Topal is doing the buying. 



(it 



SPONSOR/14 January 1963 



KTVH 
KIVH 
KIVH 
KlVH 
KIVH 
KIVH 
KIVH 
KIVH 
KIVH 
KIVH 
KTVH 
KIVH 
KIVH 
KIVH 
KIVH 
KIVH 
KTVH 
KIVH 
KIVH 
KTVH 
KIVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 
KTVH 

KTVH . . . a pioneer in the ktvh 

KTVH 

heart of mid-America pros- KTVH 



NO SPROUT 

...and still 
growing! 

Already with more viewers 
than any other Kansas TV, 



perity, has intensified its 



KTVH 
KTVH 

coverage area by construct- KTVH 



ing a new 1,503-foot trans- 



KTVH 
KTVH 

mitting tower. Now KTVH 

KTVH 

it provides the ultimate in KTVH 

television reception for view- KTVH 

KTVH 

ers in industrial Wichita, KTVH 

Hutchinson, and all other KTVH 

important central Kansas J^yjj 

communities. Mature in ex- KTVH 

perience and stability . . . KTVH 

KTVH 



KTVH continues to increase 



producing presentations to 
a flourishing, rapidly- 



transmitting structure in 
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BLAIR TELEVISION 

Xational Representative* 



KTVH 



its capacity for profit- KTVH 
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expanding audience. KTVH 
KTVH... with the tallest KTVH 



KTVH 
KTVH 

Kansas... is your most effec- ^jy^ 
tive sales route to the heart KTVH 
of this rich, mid-America KTVH 
market. KTVH 



KTVH KTVH IS KANSAS TELEVISION ■ J WITH TALL TOWER POWER! 

HUTCHINSON /WICHITA 
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..PUT II 
YOUR MONEY 
WHERE THE 
MOUTH IS! 



20% of the food distributed through 
Houston warehouses is consumed by 
families in Beaumont/Port Arthur/ 
Orange. If your spot television budget 
is based on wholesale distribution 
figures in Houston, you're missing 



one-fifth of the consumers. If you put 
your television dollars on any other 
station in the Beaumont/Port Arthur/ 
Orange market, you're missing 43% 
of the PDC 

.^- Peters Griffin Woodward 0D0 



viewers. 
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